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ew VICTOR “LITE: WEIGHT” 


16mm SOUND MOTION PICTURE PROJECTOR 





MEET THE EVER-INCREASING TEMPO of faster training and greater 

mass selling with the new Victor ““Lite-Weight’’—the quality 

16mm sound projector geared to modern business require- 

ments. Its ‘“‘walk-away”’ portability—its new operating simplicity 
its single unit case design—and its price of $375.00, 

gives industry a tool of exceptional efficiency. And, remember, 

Victor projectors are backed by a service organization 


without parallel the world over. Ask for a demonstration 


hiihor.< baimalograph Coporalion 


from your local Victor headquarters or write for your copy of 
the Victor “Lite-Weight” booklet today. 


A DIVISION OF CURTISS-WRIGHT CORPORATION 
Dept. Q4, Home Office and Factory: Davenport, lowa 
New York + Chicago + Distributors Throughout the World 





and the Victor “Triumph 60” for 
auditorium use and larger audi- 
ences indoors and outdoors. 





MAKER § OF MOvtIE EQUIPMENT SINCE 19190 





Three All-Important Steps 


in Creating 
A Successful Training Film 











PROOF 


If you want proof that Caravel 
Plans get results, check with 


American Bible Society 
American Can Company 
American Viscose Corporation 
The Bates Manufacturing Company 
Bethlehem Steel Company 
Black & Decker Manufacturing Company 
The Borden Company 
Calco Chemical Company, Inc. 
Cluett, Peabody & Company, Inc. 
Dictaphone Corporation 
E. I. duPont de Nemours 
Eberhard Faber Pencil Co. 
Ethyl Gasoline Corp. 
General Motors Corporation 
Godfrey L. Cabot, Inc. 

The B. F. Goodrich Company 
Hart Schaffner & Marx 
Jenkins Bros. 
Johns-Manville Corporation 
Kenwood Mills 
Mohawk Carpet Mills, Inc. 
National Biscuit Company 
National Lead Company 
Pepsi-Cola Co. 
Remington Arms Company 
Socony-Vacuum Oil Company, Inc. 
The Texas Company 
United States Rubber Company 


OR ANY OTHER CARAVEL CLIENT 























W: HAVE LONG SINCE LEARNED that it takes a powerful lot of 
THINKING to create a successful training film... 


And yet—to paraphrase a great philosopher—the lengths to which 
people will sometimes go to AVOID thinking are beyond belief! 


Here, then, is a one-two-three procedure which we at Caravel 
employ consistently —to keep our thinking on the beam: 


First — think of your prospective audience: Whom do you 
aim to reach? What do they already know about the sub- 
ject? What do they NEED to know? What type of treatment 
will assure the most favorable response? 


Second —think of your budget: Will it permit you to do the 
type of job that will produce RESULTS... that will prove an 
investment rather than an expenditure? How should the 
money be apportioned in order to deliver utmost value? 


Third — picture YOURSELF as a member of the audience: 
What information and suggestions would rou specially 
appreciate? What would rou find most helpful in meeting 
the daily problems of your job? 


Frankly, we don’t like the effort of thinking any better than the 
other fellow... 


But—no one has yet come along who could show us an easier and 
better way to create a successful training film. 


CARAVEL FILMS 


INCORPORATED 


New York ¢ 730 Fifth Avenue * Tel. CIrcle 7-6112 
Detroit e 3010 Book Tower e Tel. Cadillac 6617 




















“IT'S A BIG JOB” produced by Belmont Pictures for the Los Angeles Transit Lines —filmed with a Mitchell 16mm 


The Mitchell 16 * 
00a Ytovee Mndustiy Thtud Yyuol~ 


Opt DICK WESTEN 


PROMINENT HOLLYWOOD COMMERCIAL 
FILM PRODUCER AND DIRECTOR 





Dick Westen, known through- 


outstanding work with 16mm 
movies does most of his fine 


Here at last is a 16mm camera that brings 
Hollywood perfection to the 16mm screen 

. a camera unequaled in performance... 
unsurpassed in efficiency and quality. With 
the Mitchell “16” you have perfect control 

. you’re always ready when “Camera” is 
called. Its flexibility and ease of operation 
saves many valuable hours of set-up time, 
eliminates camera restrictions and cuts pro- 
duction costs. 


Today’s leading commercial film producers 
choose the Mitchell 16mm Professional. 


WMitchell Camera 


CORPORATION 


ous the Usleed Seees for ble 666 WEST HARVARD ST. + DEPT. AC-8 » GLENDALE, CALIFORNIA 


Cable Address: “MITCAMCO” 


EASTERN REPRESENTATIVE: THEODORE ALTMAN 


work with a Mitchell. S21 FIFTH AVENUE + NEW YORK CITY 17 - MURRAY HILL 2-7038 


7 85% of motion pictures shown in theatres throughout the world are filmed with a Mitchell 








How Atna 
makes movies pay 


DOUBLE 


Sportsmen who take a fishing trip 
via the sound motion picture 
“Hook, Line and Safety’’ return 
with (1) new knowledge of how to 
avoid fishing trip accidents and (2) 
a feeling of gratitude toward AXtna 
Life Affiliated Companies. 


This is typical of the two-fold 
value realized from all A¢tna films. 
The movies build good will by pro- 
viding safety information of direct 
benefit to the groups which see them. 
They reduce losses by teaching 
people to recognize and avoid the 
causes of accidents, fires, and other 
mishaps in homes and factories, on 


DIVIDENDS 


streets and highways, and in sports 
activities. 

Etna’s story is one more example 
of how motion pictures excel in 
meeting varied sales, sales promo- 
tional, and public relations needs. 
But although film needs and film 
stories differ widely, one need is 
found in every case . . . the need for 
fine, always-dependable projection. 


That’s why A<tna uses forty-five 
Bell & Howell Filmosound 16mm 
sound film projectors, and why 
Filmosounds are the choice of hun- 
dreds of other experienced sound 
film users. 


Bell « Howell 
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FILMOSOUNDS assure you 
Finest Pictures, 
Finest Sound 


Filmosounds reflect Bell & Howell’s 
forty years of experience in building 
Hollywood’s preferred professional mo- 
tion picture equipment. They flood the 
screen with bright, clear pictures. 
Sound is natural and undistorted. Op- 
eration is simple and dependable. Film 
is fully protected from damage. 


How you can use sound movies 


Free booklet, ‘““Movies Go to Work,” 
tells all the ways Filmosound movies 
can serve you as powerful aids in sell- 
ing, training, personnel relations, 
and entertainment. Write for your 
copy today. 


Bell & Howell Company, 
7108 McCormick Road, 
Chicago 45. Branches in 
New York, Hollywood, 
Washington, D. C., and 
London. 




















Train better salesmen in less time with 


ILLUSTRAVOX sound slidefilm equipment 


fact STED and proved in 
peacetime and war, Illustravox two- 
way sales training is the one best way—the 
most effective, the least expensive. Trainees 
learn as much as 55% faster, and remem- 
ber up to 70% more and longer than 
under former training methods. 
@@ Ideal for training salesmen and 
other employees, too, Illustravox uses 
dramatic pictures and spoken words to 
command interest, and focus full atren- 
tion on your message. Presented in the 
home office or in the field, Illustravox 
sound slidefilms always carry the author- 
itative voice of headquarters, never vary, 
never are misinterpreted, 





@@@ Over 80% of all sound slidefilm 
equipment now in use is Illustravox. 
Business leaders agree, Illustravox two- 
way training proves itself immediately 
in better trained salesmen (or other per- 
sonnel) and better sales records. Place 
your order today. The Magnavox Com- 


pany, Illustravox Division, Dept. BS12, 


Fort Wayne 4, Indiana, 
* * * 


Where To Buy Illustravox. You can 
obtain Illustravox equipment through lead- 
ing commercial film studios and at better 
photographic supply, and camera Stores. 
Ask for a demonstration today! 


ILLUSTRAVOX 


THE ILLUSTRATED VOICE 


DIVISION OF THE 


M aqnavox 
COMPANY «J FORT WAYNE 
MAKERS OF FINE RADIO-PHONOGRAPHS 








Your story is HEARD 















BUSINESS SCREEN MAGAZINE 


(Trade Mark Registered U. S. Patent Office) 


Ist National Business Journal of Audio-Visual Communications 





Issue Eight of Volume bight 


PUBLISHED IN DECEMBER 1947 
CONTENTS 
Films and How They Are Ueed. : ci on ccc ccicdcce, 10 
Home Economists Hold Film Forum................ 16 
SPECIAL REPORT ON TELEVISION 
Chicagoans Take to Television.......:.......5.. s/n 
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e of Wilding send holiday greetings: 
To the readers of this page; 
To our clients -- past, present and, future; 
To our competitors in the rich field of visual media; 
To men of good will everywhere. 


To all a Merry Christmas! 


Creators and Producers 
of Sound Motion Pictures 
for Commercial, Educational 


and Television Application 








wp 














Wilding Picture Productions, Ine. 


NEW YORK CLEVELAND E:T &O LF CHICAGO + HOLLYWOOD 
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**} e ial”’ 
16mm. Silent 
Projector 


Amprosound Model *‘AA”’ 16mm. 
High Intensity ARC Projector 


| 
Precision Projectors || 
Of professional quality | 
| 
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The name “AMPRO” on any projector is your assurance of efficient 
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operation... simplified, convenient controls... rugged construction 
...and long, satisfactory service. 

Proof of this is in the remarkable performance record established 
by Ampro projectors during the past two decades in leading school 
systems, universities, top industrial concerns, churches, many branches 
of government service and in private homes all over the world. 

The Ampro organization has the production and engineering fa- 
cilities plus the practical experience to make some of the world’s finest 
precision projectors. Before deciding on any projector—for any pur- 
pose—be sure to find out what Ampro has to offer you. 

Ampro projectors are distributed 
through better photographic and 
department stores. Write for the 
name of your nearest Ampro 
dealer—and for full details on the 


Ampro Projectors in which you 
are interested. 


THE AMPRO CORPORATION 
2835 N. Western Ave., Chicago 18, Ill. 
A General Precision Equipment Corporation Subsidiary 























Forget, if you will, the studio’s cheers... 





~»e How does it sound 
to your prospects’ 





For a real test, try your new Columbia slide film 
transcription on the portable equipment that’s usually used in 
the field—not on some “‘sure-to-sound-good”’ top-flight studio 




















playback. Once you hear how much clearer Columbia 
transcriptions sound under conditions of actual use, you won’t 


think of using any other service. Try Columbia, and see! 


Columbia Transcriptions are used on “FM” stations from 
coast to coast. Through Columbia’s new technique, you 

get this same true 1947 ““FM”’ quality in your Columbia slide 
film transcriptions. Pure “‘Vinylite’”’ plastic pressings give you 
the most life-like fidelity in reproduction, and the utmost 
freedom from all surface noise. Columbia adheres to all 
recording standards of the National Association of 
Broadcasters. From opening fanfare to closing signature your 
message comes through clearly and distinctly—has that “‘live”’ 
quality. Nothing is missed! May we demonstrate 

the difference to you? 


Order COLUMBIA Transcriptions 
For True 1947 “FM” Performance! 


é 
1. Most Advanced Studio Recording Equipment. Thamncniptiong 


Division of Columbia Records Inc. 
799 Seventh Avenue, New York, N. Y. Circle 5-7300 


Chicago: Wrigley Building, 410 North Michigan Ave. 
Whitehall 6000 


Hollywood: 6624 Romaine Street. Granite 4134 
Trade-marks “Columbia” and @E Reg. U. S. Pat. Of. 


2. Pure “Vinylite” Plastic Pressings—minimum surface 
noise. 


3. “FM” Clarity—utmost fidelity. 
4 


5. Undivided Responsibility—Columbia Records Inc. 
—manufactures—ships— promptly! 


Flexible—safer to ship—less breakage. 
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Sono-Vinien 





MILLS INDUSTRIES, Incorporated . Office and Display Room: 2212 Mechandise Mart . Dept. 306 . Chicago 54, Illinois 
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PULIMS wx 


FACTS ABOUT THEIR USE 





* BUSINESS and government 
found new uses for factual films, 
judging by these items: 
@ A revised one-reel version of an 
outstanding U.S. Bureau of Mines- 
Texas Gulf Sulphur Company 
motion picture -The Story of 
Texas and Its Natural Resources 
is now available for free distri- 
bution to engineering societies, 
educational institutions, and civic 
and religious organizations. The 
original film, which has already 
had more than 
throughout the country, has been 
shortened to meet exhibitors’ re- 


1,000 showings 


quests for a more compact pro- 
duction on the same subject. 
Although the running time has 
been reduced from 57 to 47 min- 
utes, no essential feature of the 
original has been omitted, 
Devoted largely to the mineral 
resources of the vast Lone Star 
State, the picture surveys the 
great petroleum industry as well 
as Operations in the sulphur, lead, 
tin, copper 
dustries. 


and magnesium in- 
Scenes of such thriving 
Houston, Dallas, Fort 
Worth, San Antonio, Galveston, 
Austin, and Amarillo are included 


cities as 


in a striking panorama that covers 
the scenic beauty, agricultural 
wealth, cattle raising, and trans- 
portation activities in the State. 

For information concerning 
bookings address the Graphic 
Services Section, Bureau of Mines, 
1800 Forbes Street, Pittsburgh 13, 
Pa. 


Glamour's N. Y. Film Shows 


@ As an added attraction for its 
audience of young women, GLAM- 
ouR magazine (Manhattan) re- 
cently set up an attractive Job 
Reference Room as a sort of cen- 
tral clearing-house for vocational 
guidance. Currently handling 
some 1,000 inquiries a month, the 
room provides reference volumes 
on careers, current trade journals, 
directories, college catalogs, and 
maintains a staff of experts to 
counsel callers. 


Not content with that, the pub- 
lication is now planning installa- 
tion of a screen and projector for 
the benefit of teachers and educa- 
tional directors who want to see 
the latest in educational films on 
industry and vocational subjects. 


Scene from Type Founders slidefilm 


Type Founders’ New Slidefilm 


@ Five Centuries of Type Found- 
ing, a new sound slidefilm on the 
history and development of a se- 
lection of type faces, has been 
prepared by American Type 
Founders, Inc., Elizabeth, N.]., 
and is now available for showings 
to interested groups, 

The film covers the develop- 
ment of Old Style type from Jen- 
son in 1470 to Caslon in 1720, 
with illustrations of today’s types 
derived from sources in that pe- 
riod; an analysis of Old Style and 
Modern serif structures; steps in 
the development of Modern Ro- 
man from Baskerville of 1757 to 
Sans Serifs and Square Serifs of 
today; the family trees of Old 
Style and Modern Roman; and 
views of a large number of ATF’s 
contemporary display faces, with 


names of designers and dates 
when these types were introduced. 

The commentary is cut on two 
sides of a 3314 rpm sixteen-inch 
disc. For bookings contact ATF 
in Elizabeth, N.J., or your local 
office of American Type Founders 
Sales Corporation. 


Swedish Government Sets Up 

a National Film Committee 

@ A committee on Social and 
Cultural films has been set up by 
the Swedish government, it is 
learned by UNESCO with whom 
the Swedish authorities are in con- 
tact in connection with their pro- 
gramme of future production. 

The films will be designed for 
public exhibition in Sweden and 
abroad, and the first series will 
describe Sweden’s system of social 
legislation. The chairman of the 
new committee is Mrs. Alva Myr- 
dal, who was a member of the 
Swedish delegation to the First 
General Conference of UNEsco in 
Paris last November. 

The decision to set up the new 
committee has been welcomed in 
Swedish film circles because up to 
now the government has taken 
little interest in documentary 
films. During the war the Govern- 
ment Information Office issued 17 
films, but organization has since 
been closed down. 











THE SEAL OF QUALITY 


A SALUTE to our 
New Clients of 1947 


Allied Mills, Inc. . . . American Hot Dip 
Galvanizers Association, Inc. . . . Bakery 
& Confectionery Worker's Union of Amer- 
ica... J. |. Case Company . . . Ceco Steel 
Products Corporation . . . Chicago Mer- 
cantile Exchange . . . The Coleman Com- 
pany, Inc. Consolidated Grocers 
Corporation Fraternal Order of 
. Henning & Cheadle . . . Eli 


Lilly and Company... 


Eagles . . 
Henry C. Lytton 
& Co... . Maremont Automotive Products 
Inc. . . . National Dairy Council . . . Ruth- 
rauff & Ryan, Inc. . . . Standard Oil Com- 
pany (Ohio) . . . Zurich General Accident 
and Liability Insurance Company. 


SINCE 1913 


wt SALUTE AND SINCERE BEST WISHES TO 


OUR CLIENTS OF MANY YEARS ...1913...1923... 
1933 ...1943...1947...MAY YOU PROSPER IN '48. 


ATLAS FILM CORPORATION 





OAK PARK, ILLINOIS 
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’ mo TIS WITH A DEEP SENSE OF GRATITUDE 
¢ 
% that we express our appreciation to all-who contributed to the 


production and _ the designation of “Clean Waters” as the 
World's Finest Sponsored Motion Picture: to the audiences who 
made the selection ... to the Films of the World Festival under 
whose auspices the honor was bestowed ... to the U.S. Public 
Health Service for its conscientious co-operation and to the 
General Electric Company whose altruistic sponsorship and 
patient guidance afforded us the exceptional privilege of pais 
lit picture which has now been ite beter | outstanding among all 


industrial films. 


AL 


STUDIOS *® HOLLYWOOD 28 CALIFORNIA 











You owe it to your audience and your budget to see this new 
sound slidefilm unit. 

If your program is training, selling or teaching, this new 
compact equipment is designed to give maximum performance 
with more light on the screen, less heat, higher quality sound 
than any machine available today. 


Check the following features with your requirements: 


Light weight, 22 pounds—latest improved Viewlex projector 
—plays 16 inch records—turntable speeds of 78 and 331/; RPM 
—microphone attachment—push button control from any dis- 
tance—“film protecting” frame change—lens easily accessible 
for cleaning—available with 2 or 5 inch lens—slotted film can 
for 5 second threading—patented rapid frame changer with no 


28S SSS SSS SSS SSS SK SSK KK Se eee eee es 


This equipment is manufactured especially 
for Automatic Projection Corporation by: 


SYLVANIA ELECTRIC PRODUCTS INC. 


Electronics Division 





NEW SOUND SLIDEFILM UNIT! 








damage to film—projects 35mm slidefilms or 2 X 2 slides—new 
one ounce pickup arm—highest quality loud speaker—national 
network of service offices, The case is smart and modern in 
design—the whole unit is not much larger than a portable 
typewriter. 


AUTOMATIC—This new Soundview 
is equipped with the special auto- 
matic feature allowing the machine 
to operate itself—no operator and no 
audible signal on the record. 


Ask your dealer for a demonstra- 
tion or write to: 





SOUNDVIEW 


A PRODUCT OF AUTOMATIC PROJECTION CORPORATION 
131 WEST 52nd ST., NEW YORK 19, N.Y. 
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has everything you want 


in a l6mm Projector 


Brighter pictures on the screen. Better sound repro- 
duction. Easier operation. That’s what you get when 
you buy the new RCA “400” 16mm Projector. 


© The Projector. It is easy to operate because all con- 
trols are centrally located and plainly marked on the 
operating side. The true optical-axis system, coated 
2-inch F 1.6 lens, 750-watt or 1000-watt lamp pro- 
jects your full-color or black-and-white films at their 
brilliant best. 


EASIEST SOUND PROJECTOR 


De TO THREAD 


e The Amplifier. Special RCA design for full tonal 
range of music and natural timbre of voice. You hear a 
whisper or a full orchestra with equal realism. 


@ The Speaker. Engineered specially for 16mm sound. 


It delivers high quality sound reproduction regardless 
of speaker location. 


SEE IT... HEAR IT... with your own films. Compare the RCA “400” 
with any other projector. Available in two models— 
sound speed only or sound and silent speeds. 





Follow the guide lines embossed on 


side of projector for path of the films. For illustrated brochure and name of nearest dealer, 
“Cushion Action” sprocket shoes, large write: 16mm Motion Picture Equipment. Dept. 20-L, 
16-tooth sprockets, swing-out picture Radio Corporation of America, Camden, N. J. 
gate—makes the RCA “400” the easiest 


of all sound projectors to thread. FIRST IN SOUND... FINEST IN PROJE CTION 
MICROPHONE OR 
RECORD PLAYER 
FACILITY 













THEATRICAL FRAMING FINGER-TIP TILT CONTROL 





You can make comments or play music 


while running silent films. Provides a Framing adjustments do not disturb pic- 
“PA” system for pre-show announce- ture or optical alignment. You give profes- Just turn the tilt control to lower or raise the 
ments or musica! entertainment. sional quality showings 


projector. It’s quick, accurate and effortless. 


46mm MOTION PICTURE EQUIPMENT 


RADIO CORPORATION of AMERICA 


ENGINEERING PRODUCTS DEPARTMENT, CAMDEN, N.J. 





In Canada: RCA VICTOR Company Limited, Montreal 
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Chicago Boat Exposition 
Will Feature 16mm Films 
@ 16mm film showings will 
be a prominent feature ot 
the International Sports, 
Travel, and Boat Exposition 
to be held at Chicago’s Navy 
Pier February 27 to March 7. 
Two specially constructed 
theatres in the twin 2,600 ft. 
Navy Pier exposition halls 
will offer continuous screen- 
ings of 16mm films devoted 
to sports, recreation, travel 
and boating. 





/ CS... finest 
Projection screen 


on the market at less 
than 1937 PRICES! 


Manufacturers of boats, 
marine supplies, sporting 
goods, and athletic equip- 
ment will combine’ with 
travel agencies, resort own- 
ers, and air, rail, and steam- 
ship lines to present over 
three miles of exhibits cover- 
ing all phases of the nation’s 
annual $17 billion recrea- 
tion industries. 








Under the sponsorship of 
the Outdoor Boating Club 
of America and the Chicago 
Tribune Charities, Inc., the 
ten-day event will be one of 
the largest shows of its kind 
ever staged and is expected 
to draw more than half a 
million attendance, 










bbe g put off enjoying or ppeienel preveation-sh your movies, Bape or me. *@ 
ee 5 iim strips? Just comparé these an rices on ar sizes a 
<6 , of widely-aand Chall ae and Model B Sereana, made possible by ea Lesa cose oer 

; ed sales and streamlined manufacturing and as- | Television Field in 1948 
@ Plans for the develop- 
ment of the New York 
Daily News television sta- 

nes : tion, WLTV, got under way 

Model B... ” fz BO RG. - «+--+ 10.00............ 10.00 this month as orders were 
ove? er ee eeeenenes placed for more than 
$350,000 worth of new video 
ee a orn D.00............ 22.50 equipment. 





sembly methods. 
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1947 LIST PRICE 1937 LIST PRICE 
Challenger... . 


| F. M. Flynn, president 

and general manager of the 
S.tmost in screen | News, announced the pur- 
performance, proved by 38 years of exclusive sc a panufacturing chase of three image orthi- 
experience. The super-reflective crystal-beaded fab Bbrings pic- con equipped studio cam- 
tures to life;”" with its perfect surface fully protected I | eras monitoring and control 
‘“‘No-rub” octagon case and smooth, simple “‘Slide-A- Ris 












Famous Challenger 
Model illustrated. Also 
available in wall, ceil- 



















atic” opera- 


ing & electrol models: tion. There’s strength, lightness and beauty, too, in a Da-Lite (the _ consoles, and complete 16 
21 Standard rectangu- 37” x 50” Challenger weighs only 14 lbs.). See the Da-Lite at your and 35mm projection equip- 
lar sizes, for movie pro- dealer . . . see for yourself why it’s America’s favorite screen. | ment from the General 


jection, 19 Standard 
square sizes for slides or 
movies. Theater sizes to 
order. Write for details. 


Electric Company. A_ five 


F 0 r F N E Q U A L IT Y it | t FA | R P R | C £ $ | eae eA, ses 


Ask Your Dealer for | The new station, which 


will operate on channel 11 


— eum | i" «the 198-204 megacycle 
od band, will be housed in a 


ios a e zi ax three story addition on top 
World’s Largest-Selling Since 1909 | of the News Building. 

- -—- — | Barring possible delays in 
delivery of new equipment, 
THE MOST USEFUL REFERENCE MANUAL NOW AVAILABLE FOR PROJECTIONISTS | oe con yar * en 
spring. 









DA-LITE SCREEN CO., INC. 
2723 UM. Pulaski 


Chicago 39, ilinois 
DEPT. BS!2 








That's what thousands of business and educational users of the step-by-step lessons on good showmanship, chart on film 
AUDIO-VISUAL PROJECTIONIST'S HANDBOOK call this illus- damage, equipment trouble chart, etc. Only $1.00 postpaid 
trated two-color graphic manual. Contains threading diagrams, from BUSINESS SCREEN, 812 N. Dearborn Street, Chicago 10. 


* * * 


OTHER TELEVISION NEWS APPEARS 
IN EDITORIAL PAGES OF THIS ISSUE 
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A message fo 
INDUSTRY 


Stanley Neal, Pres., 
Associated Filmakers 


coon FILMS 


FOR FAR-SIGHTED 


SPONSORS 


Today's vastly-increased audi- 
ence for sponsored films under- 
scores the adage “to be good 
films there must be good spon- 
sors.'’ Good sponsors encourage 
originality of theme, quality pro- 
duction and maximum audi- 
ence appeal. 





If that is your film aim, we 
invite your consideration of our 
abilities in the following impor- 
tant fields: 


FILMS to introduce your 
products to the public. | 


FILMS which tell the facts 


about your company. 








FILMS 


























“KNOW HOW” 
for sales training or produc- 


tion training. 


web e 


FILMS to get dealer interest. 


FILMS to improve employee 





relations. 
= 
E invite you to judge our work on =‘ { 


results obtained for other clients. 


Write us for details. 
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Home Economists Hold a Film Forum 


* CHICAGO WOMEN’S BUSINESS GROUP HEARS PANEL DISCUSSION ® 


* Film-making from the woman’s point of 
view was the subject of a round-table discus- 
sion presented recently during a course given 
by the Chicago Home Economics in Business 
organization in cooperation with the Illinois 
Institute of Technology. Present at the dis- 
cussion were approximately 120 college seniors 
majoring in home economics and home econ- 
omists now employed by business organizations 
in Chicago. 

Entitled, ““The Home Economist As Tech- 
nical Adviser in Film Production,” the dis- 
cussion centered around the techniques of film 
making, business needs for films, responsibili- 
ties of home economists as technical advisers, 
as well as responsibilities of producers and 
directors and others working on the films. 
Miss Leone Ann Heuer, Household Finance 
Corporation and president of the Chicago 
Home Economics in Business group, served 
as program,coordinator for a discussion board 
composed of O. H. Coelln, Jr., Business 
ScreEN; Walter Hardy, Burton Holmes Film 
Company; Martha Hood, Francisco Films; 
Robert Wesley, Atlas Educational Film Com- 
pany; Richard Hough, Modern Talking Pic- 
ture Service, and Walter Johnson, Society for 
Visual Education, 


REVIEWS ADVANTAGES OF THE MEDIUM 


In establishing the importance of films to 
the business organizations employing home 
economists, Mr, Hardy stated that films make 
it possible for everyone in a room to have a 
close-up view of a subject and that they are 
a universal language, understood by everyone 
which combines a visual image with sound to 
produce a double impact upon mind and 
memory. He further declared that films have 
showmanship, sparkle, life, persuasion and 
conviction, They establish good will, promote 
trade names and dramatize a company story. 
When properly planned, they tell a single, 
forceful story. However, they are a good in- 
vestment only if the picture itself and the 
distribution is well planned and handled. 

In selling a film program to management, 
Mr. Hardy suggested the following points: 

1. Choose a competent, reliable producer. 

2. Explore the channels of distribution, Is it 
for internal use, or is it to be used outside 
the company? 

3. Look at films produced by other firms or 
by competitors. 

t. Get the full story of how the picture is to 
be used and what it is to accomplish. 

5. Make a comprehensive study of the pro- 
posed film, Find out how a film will solve 
the problem in question, 

6. Be able to present accurate information. 
Home economists thinking of producing a 

film are concerned with the problem of select- 

ing a producer. The following advice was 
offered as a guide to them in making the 
selection: 

The first and probably most important cri- 
teria in selecting a producer is to see plenty 


of films by a number of producers. From these 

you will receive a fairly clear idea of the type 

of work that appeals to you, In addition, con- 

sider the following points which are of im- 

portance in the making of the film: 

1. The financial responsibility of the produc- 
tion company, its ability to contract and 
complete the contract, 

2. The studio facilities of the producer. 

3. The quality of his production staff. 

4. His qualifying experience in the field. 
Home Economist’s Rote Is DEFINED 


Home economists should take part in all 
beginning phases of the film, according to 
Miss Hood. As the Technical Adviser, the 
home economist is responsible for technical 
accuracy and should be present at all script 
conferences. The script writer tries to see that 
the film is presented from the audience stand- 
point rather than from that of the client. She 
is informed by the home economist how the 
film will be used, who will see it and how 
much the audience can be expected to know 
about the subject. As the script is prepared, 
the home economist supplies background ma- 
terial and checks for accuracy and policy. 

Activities of the home economist repre- 
senting the producing company during the 
actual filming were reviewed by Mr. Wesley. 








HAT’S the title of the new 
illustrated booklet givin, 

complete details of the Fonda 
Film Developer. Shows how 
Fonda has eliminated the film 
slack problem. Write today for 
your complimentary copy. 
Address: 2236 Pacific Highway, 
San Diego 12 


Fonda Film Processing 
Equipment Division 
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NOW... DEVRY GIVES YOU THE 
SALESMAN-SIZED ,;, PROJECTOR 


THE NEW 











4 Dery Bait 


16mm. SOUND PROJECTOR, AMPLIFIER, 
SPEAKER AND SCREEN, ALL-IN-ONE SMALL, 
COMPACT CASE WEIGHING LESS THAN 31 LBS. 


$3250° 


Here's the sound-silent projector you have wanted for your salesmen . . . As light 
and easy to carry as a sample case. . . As easy to operate as a portable radio... 
Yet, capable of the quality projection that justifies your film production expense. 


Use the new DeVRY “‘Bantam"’ 16mm. sound-on-film projector to take your 
company’s story and the facts about your products or services to the counters, 
desks and conference rooms of your customers. An ideal unit for use in connection 
with the instruction of field service people. Meets both the needs and desires of 
salesmen, demonstrators and goodwill ambassadors. 





DEVRY “Bantam” Retains BIG Project Features 


Stunts Conk “testa” oth e Sound and silent projection e All controls on one panel 

an te 6” ALNICO 5 perma- e 2000 ft. film capacity e Simplified threading 

att tian a Se wails e Safe, motor-driven rewind e Absolute film protection 

oil a Pans or re e Life-like sound e Forced air cooling 

: . e Brilliant, flickerless pictures e Instant, positive tilting 

ee e Top quality materials e Entire mechanism accessible for 
e 750-1000 watt illumination cleaning, adjustment, etc. 
e Two-inch F:1.6 coated lens e Plus many other worthwhile 
® Coated condenser lenses DeVRY features and the DeVRY 

Duel Case “Benton” with pee e Automatic loop setter Guarantee. 


jector and amplifier in one case 
weighing less than 30 lbs. 8” 
ALNICO 5 permanent magnet 
speaker in separate matched 
case. Weight 13 1 Ibs. 


® Operation on either AC or DC 


Your new DeVRY “Bantam” has adequate 
illumination (750-1000 Watts) for projecting 
brilliant pictures in auditoriums. Matte-white 
screen fabric inside demountable door ideal 
for DESK TOP showings. 









































4 j “ 
4 et = DEVRY CORPORATION noe 
et {| 1111 Armitage Avenue 4 
} Chicago 14, Illinois ° 

ONLY FROM DeVry a ( S Please send descriptive literature on the new DeVRY ‘BANTAM" : 
do you get 16mm projectors designed and built by the al oe gy ne ee ee re aa ee 4 
pein ota whose Sem equipment ts used to pro- m4 ri Gis , ay a a ara ga : 
uce the “perfect show” in the World's finer theaters |>- B= yl er” 4 ° 
eT City. Zone State____ > 

: P In Canada, contact Arrow Films Ltd. 1115 Bay St., Toronto 5, Ontario 4 

* 












NEW DeVay “12000" DEVRY CORPORATION, 1111 ARMITAGE AVE., CHICAGO 14, U.S.A. 


THEATER PROJECTOR 
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ELEVISION is the most challenging 
medium for mass selling and mass ed- 
ucation yet to appear on the commu- 
nications horizon, Yet it appears to be far 
removed from program maturity which is es- 
sential to the gathering of a permanent au- 
dience in the middle and higher income 
brackets, ‘That's what sponsors will pay for. 
The sports events which are today’s main 
attraction of television across the country are 
seasonal and leave a large potential audience 
unserved. The tavern and restaurant trade 
has profited hugely by its television instal- 
lations but, paradoxically, pays the smallest 
dividends to the sponsor and the television 
station which provides these “free” shows. 


A VALUABLE Mepium Is Now Poorty SERVED 


Films are potentially the most convenient, 
flexible and dependable medium for tele- 
vision programs, commercials, and sustaining 
material and yet, with few exceptions, the 
films now being televised are among the poor- 
est programs offered. Obviously, left-over 
film travelogs, song shorts and ready-made 
16mm industrial films are not for the tele- 
vision audience. But that’s what they get. 

Technical personnel available to televi- 
sion stations, particularly in the area of film 
projection, is largely untrained and unskilled. 
The constructive effort in this area of William 
Eddy, director of television at WBKB in 
Chicago, is especially commendable, 

But, in the lyrics of the old song, with all 
its faults, we love it still! Technical improve- 
ments can and are coming along fast. 
TELEVISION BROADCASTERS Give 5 CITATIONS 

The citations given by the Television Broad- 
casters Association early this month high- 
light these important recent contributions: 

The development of the Zoomar Lens 
which makes possible instantaneous close-up 
following of action by the camera, Award to 
Dr. Frank G. Back. 

The application of existing microwave 
equipment to a relay between South Bend, 
Ind. and Chicago. (see next page). Award 
to William C, Eddy. 

The skillful application of commercial tech- 
nique to television broadcasting: award to 
Paul M. Hahn, executive vice president, 
American Tobacco Company. 

The extensive experimentation with and 
support of commercial television in diverse 
market areas during the past year: award to 
Ben R. Donaldson, in charge of passenger 
car advertising, Ford Motor Company. 

Producers who now turn out 85% of the 
country’s factual films maintain sizeable 
studios, creative staffs and technical crews in 
important television centers. They should 
share in video research and development. 

Commercial film producers have the ex- 
perience and the facilities to overcome most 
of the shortcomings of present-day televised 
films, They will be far-sighted and _ profit 
hugely by close cooperation with local station 
managements and by the serious study of all 
problems relating to production and _projec- 
tion (not to mention creative originality) of 


televised films. —OHC 
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Chicagoans Take to Television 


@ A PROGRESS REPORT ON TELECASTING IN THE MIDWEST @ 


ITH INITIAL STEPS toward long- 

range development already taken, 

and the weight of rapidly growing 
public enthusiasm behind it, television in the 
Chicago area is at the threshold of potentially 
rapid expansion. Some problems—notably a 
serious shortage of qualified program and en- 
gineering personnel—remain, but the same 
vision and planning that built a nationwide 
radio network in less than twenty years is 
being applied to the newest communication 
industry in this Midwestern center. 

In the past year Chicago newspaper readers 
have been subjected to a steady advertising 
barrage from such pioneer receiver manufac- 
turers as RCA-Victor, General Electric, Philco, 
etc., with newcomers jumping on the band- 
wagon a few months ago. This concentrated 
campaign, coupled with set installations in 
taverns and dealer show windows, has resulted 
in a 300% increase in the number of receivers 
in use in the city and suburbs. Dealers, who 
last summer indicated average sales running 
at 200 sets per month, all report healthy 
autumn sales and good holiday business. 


10,000 Receivers ALREADY IN OPERATION 


By the first of the year more than 10,000 
receivers are expected to be in operation in 
the metropolitan area—nearly 60% of them 
in homes, 30% in taverns and public places, 
and the remaining 10% in dealer displays. 

Churches and schools, with an eye to the 
educational aspects of the new medium, re- 
flect the trend of interest. Roman 
Catholic clergy, for instance, have initiated a 
campaign to install receiving sets in every one 
of the 400-odd parish halls in the Chicago 
Archdiocese, expressing concern over the large 
numbers of teen-agers being drawn into 
neighborhood taverns by televised sports 
events. 

Balaban & Katz video outlet Wks (at pres- 
ent the only station in full time operation in 
the Chicago area, recently conducted a survey 
of the home-owned sets, the results of which 
verified what many advertisers have guessed— 
that the majority of such instruments, approxi- 


same 


mately 55%, are owned by those in the high 


and above average income brackets. About 
27% were found in average income homes, 
with the remaining 18% distributed among 
Since rental 
areas were used as an index to income how 


below average income homes, 


ever, the latter figure is subject to immediate 
qualification. Many tavern owners, shopkeep- 
ers, etc., normally found in a higher income 
group, live in low rental districts to be neat 
their place of business. 

Lower-Pricep Sets May WIpDEN FIELD 

Weeks will follow this survey with another 
in the spring to determine the impact of 
cheaper sets on the mass market. Two manu- 
facturers have scheduled sets costing less than 
$200 for first-of-the-year delivery and others 
are expected to meet competition, 

The growth in the number of receivers has 
of course had its effect on station activity. 
Nsc, Asc, and the Chicago Tribune-owned 
Wene are all licensed for television outlets 
in the area (CBS has its application on file) , 
and at least two of these will be in full com- 
mercial operation during 1948, if ordered 
equipment is delivered on time. Zenith Radio 
Corporation’s W9xzv is already in experi- 
mental operation several hours a month, 


Iwo SIGNIFICANT Events IN NOVEMBER 

@ November of this year marked two signifi 
cant and far-reaching developments in Chi- 
cago television—the simultaneous introduction 


of large screen television into the Midwest 


(CONTINUED ON THE FOLLOWING PAGE) 



















First of a Series 

of Nationwide 

Video Surveys 
* 


PREPARED BY 
STAFF MEMBERS 
IN OUR CHICAGO 
N, Y. AND LOS 
ANGELES OFFICES 


(CONTINUED FROM THE PRECEDING PAGE) 
area, and the inauguration of the first tele 
vision relay system west of the Alleghenies. 

The Waks relay link between Chicago and 
South Bend, Ind., a distance of 90 miles, was 
built to bring Chicago receivers the Notre 
Dame home football games on a sports series 
American 
pany. John Esau, account executive of N, W. 
Ayer & Son, American Tobacco ad agency, 
came out from New York to help supervise 
construction, 


sponsored by the Tobacco Com 


Iwo Retay Srations BrivcGe DIsTANct 

Signals picked up by Wax field equipment 
in the South Bend stadium were transmitted 
twelve miles to a relay tower at New Carlisle, 
Ind., and rebroadcast an additional eighteen 
miles to a Michigan City sub-station. After a 
final forty-two mile jump directly across Lake 
Michigan they were changed to telecast range 
and transmitted to receivers from WbBks's 
Chicago studios. 

Soon after the installation of its relay sys- 
tem, WKB cooperated with the National 
Broadcasting Company and the Radio Cor- 
poration of America to another 
epoch-making development—the first Chicago 
showing of large-screen television, 

A special audience of 250 press and indus- 
try representatives was invited to view the 
demonstration telecast of the Notre Dame- 
Army game, relayed via Wexs's South Bend 
link, on a six by eight foot screen. Press reac 


present 


tion was enthusiastic. Norine Foley wrote in 




























Waks's chief television cameraman, Harry Birch, “covers” a Chicago Blackhawk hockey game. 


her Cuicaco Dairy News “Town Crier” col- 
umn: “We had a seat on the 50-yard line for 
the Notre Dame-Army game. So much better 
than actual attendance at the game that we 
felt like we were seeing football for the first 
time. All the thrills of an eyewitness game— 
even to the cheering, booing, applauding au- 
dience.” 

Cy Wagner of BILLBoarp reported: “.. . play 
after play was brought to viewers in a style 
that was far superior to what they could have 
seen if they had been in the stadium.” 

Ihe relayed game was received with equal 
enthusiasm by the public. Led by advance 
publicity in the newspapers, an estimated 
200,000 persons—largest audience in the his- 
tory of Chicago television—viewed the game 
from standard sets, 


Firms ARE PLAYING IMPORTANT PART 


@ The new video stations have all ordered 
special 35 and 16mm film projection equip- 
ment, and plan to use it much to the extent 
that radio stations depend upon transcrip- 
tions and similar “canned” programs. They 
will be fortunate in having the benefit of 
W.kB's experience with film projection—and 
audience surveys it conducted concerning the 
film preferences of its audiences. 

Weks's television audience first saw films 
early in 1946; programs up to that time con- 
sisting largely of studio shows and a few 
remotes, The number of receiver owners then 
being comparatively small, the innovation of 
films was looked upon more as a novelty than 
anything else. Short subjects and serials were 


Betow: Sketch shows the WBKB relay link between South Bend and Chicago 
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used as “filler” for a time but because of re- 
strictions even this material was hard to find. 

Elaine Phillips, now film director for De- 
troit’s Wwy-tv, had the difficult job of locat- 
ing sources and resolving the muddled 
problem of rights for television showings. 
Dorothy Sapero, succeeding to the position of 
film director after Miss Phillips’ departure, 
continued this task and simultaneously con- 
ducted audience surveys to determine set 
owners, preferences for certain types of films. 

At first the surveys revealed surprising re- 
sults. Cartoons and educational films appeared 
at the very bottom of the list with musicals 
and drama riding high. Recently, however, 
an experiment with the RCA children’s show 
Junior Jamboree has apparently resulted in 
a change of public taste. Jamboree, a one 
hour show five times a week, uses approxi- 
mately one or two cartoons per program and 
occasional animal or adventure shorts for 
variety, and letters have poured into the sta- 





This relay tower at Michigan City ts one of 
two stations along the 90-mile “bridge”. 


tion telling how adults as well as children 
have enjoyed the films. 

Miss Sapero attributes this seemingly sudden 
change in audience attitude—a change which 
is now being accomplished with all types 
of filmed programs—to the way in which the 
films are used, They are an integrated part 
of the whole show, occuring at approximately 
the same time during each program, and are 
introduced by the puppet “m. c.” 


Over 20% oF THE PrRoGRAMS ARE FILMS 


The same method of integrated film pro- 
gramming has been introduced on other 
shows and films now account for a little over 
6 hours of the weekly 40 hours Waxes is nor- 
mally on the air, 

A newsreel every Sunday night, a chapter 
from an adventure serial every Tuesday night, 
and short subjects under four general “leader” 
introductions are now part of Wsks’s regular 
weekly film usage. In addition to the above, 
Miss Sapero tried to program one good docu- 
mentary, and public service film every week. 
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In the latter category the station has success- 
fully worked with the Red Cross, Community 
Chest Council, U. S. Armed Services, Cancer 
Fund, Salvation Army, Tuberculosis Institute, 
National Safety Council, and similar organi- 
zations, assisting them in their efforts to reach 
the public, 

Sometimes help is given to make a “trailer” 
suitable for televising, sometimes a complete 
film is run, and at other times a “‘flesh-film” 
show, combining filins and live actors. 

Special projects, such as the recent weekly 
presentation of the winners in the Chicago 
Films of the World Festival, are being intro- 
duced with greater frequency. 

National advertisers seem to prefer filmed 
commercials, seeing the advantages of uni- 
form national presentation of the sales mes- 
sage. At present Chevrolet, Botany Fabrics, 
Elgin Watch, Dad’s Old Fashioned Root Beer, 
BVD, American Tobacco, and Lecktrolite, are 
under contract for regularly appearing filmed 
“spots”. Swift & Co., Chicago packers, are 
expected to sign shortly, having had success- 
ful results with its sponsorship of the royal 
wedding films. 

@ Chicago television is fortunate in having 
as director of its pioneer station Capt. William 


Eddy, one of the nation’s top television tech- 
nicians. An example of the unselfish devo- 
tion of the Wsxs director to the industry at 
large was revealed recently at a press confer- 
ence during which he outlined a plan to help 
relieve the cat-and-dog competition among 
new stations for trained personnel, 

According to Capt. Eddy’s plan, other tele- 
vision stations, advertising agencies, labor 
unions, schools and colleges will be invited 
to send executive members of their staffs to 
the Balaban & Katz station in Chicago to gain 
actual television experience by working with 
WBKB crews. 

In explaining the decision to initiate the 
new program, Eddy stated that new televisers 
have aggravated an already serious problem 
by raiding existing staffs. Those now on the 
air have been put to considerable trouble and 
expense trying to replace on short notice 
members of tightly integrated crews. 

New stations are in no better position. To 
prepare for televising, they must either en- 
gage in expensive trial-and-error experiment- 
ing or scout other stations for employees. 
Since highly qualified people are the first to 
move, new stations will soon find themselves 
(CONTINUED ON PAGE THIRTY-SIX) 


Pepsi-Cola Hits the Television Spots 


* THe Rise or Pepsi-Cora in the soft drink 
field during the past fifteen years has been 
little short of phenomenal. Aside from offer- 
ing a palatable beverage, and “twice as much,” 
the success story of Pepsi has been based on 
a unique advertising and publicity campaign. 

In addition to more orthodox media, Pepsi 
has successfully used such unusual methods 
as sky-writing, service men’s centers, an art 
contest, cartoon ads in class and _ business 
publications, and others, Most widely known, 
of course, is the Pepsi-Cola jingle which has 
been dinned into radio speakers at frequent 
intervals for eight years. This zany tune was 
actually the first “singing commercial’’ to 
reach such a zenith of popularity that hardly 
a citizen did not know it. It was unusual, for 
its time, in the way it was pushed, and in the 
way it caught on. 


COMMERCIALS ARE SHORT AND SWEET 

One thing that can be said for all Pepsi 
commercials is that they are short. The point 
is established in just a few seconds, and there 
is never any spiel on that “fresh, tangy, zippy, 
soda-fountain-goodness” that so frequently 
nauseates listeners to the messages of some 
other beverage products. 

With this policy in mind, Pepsi approached 
the problem of television commercials. Using 
the familiar jingle again, and combining the 
comic strip cops Pepsi and Pete, whose antics 
have been appearing in the Sunday papers 
for the past few years, Newell Emmett Com- 
pany, the Pepsi-Cola agency, engaged Sound 
Masters to produce a series of thirteen ani- 
mated cartoons, each to be no longer than 
forty seconds, 

After some preliminary experimentation, it 
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seemed to both Newell Emmett and Sound 
Masters that the problem of 1) plugging the 
jingle; 2) establishing the characters; 3) creat- 
ing the “‘situation;” 4) Pepsi to the rescue; 
and 5) happy solution,—all in sixty feet of 
film—would be almost insurmountable. In 
story board conferences time and again the 
action was cut to the bone, but still ran over 
forty seconds. 


PLENTY OF AcTION AND A Goop LAUGH 

Gradually, however, a formula was evolved, 
and leisurely pieces of animated “business’’ 
were sharpened or pruned until finally, within 
the forty seconds allotted to each cartoon, 
Pepsi the familiar Pepsi-Cola cop, hears the 
call for help, swigs a bottle of Pepsi, and goes 
to the rescue. Each situation is incongruous 
and fantastic enough for a good laugh, and 
the product is identified by both sight and 
sound, It’s all in very good taste, and should 
have a long life on current television stations, 
and on new stations as they begin operation. 


Usep For THEATRES AND TELEVISION 

Pepsi's new cartoons are designed to serve 
the dual purpose of television commercials 
and theatrical screen advertising. Late this 
summer they were used as the opening and 
closing commercials on DuMont’s WABD 
telecasts of the New York Yankee games, 
sponsored by Pepsi-Cola. They will now be 
released through regular screen advertising 
channels for the many bottlers who use 
theatrical advertising as a local medium. 

J. LeRoy Gibson supervised production for 
Sound Masters, and Gordon Sheehan directed 
animated and story construction. M. V, Od- 
quist supervised for Newell Emmett. 
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@ Pete and 
Pepsi hear a 
call for help! 


®@ Quickly open 
a police Bs 


and find... 


@ Pepsi-Cola 
for quick 
energy... 


® Going to 
the rescue... 


@ Pepsi rips 
out a telephone 
wire... 


@ Pete ties it 
to a hydrant 


@ Pete and the 
damsel in dis- 
tress slide to 


safety... 


@ Happy end- 
ing—Pepsi-Cola 
hits the spot! 








$90,000,000! Farmers need to take action 
The Sinclai anageme as made a 
“Miracle in Paradise Valley” First-Rate Farm Safety Film cotact aed od ellipse 
‘ powerful dramatic contribution va 
: . rural awakening on these tragic losses. Sel- 
dom has a motion picture delivered more 
of an emotional punch than some of the 
sequences in the Miracle. Smart casting 
and convincing performances by every mem- 
ber of the cast is an important factor, The 
film story and its gradual but steady ascent 
to a gripping climax is the final telling fac- 
tor which make the Miracle the year’s out- 
standing safety film to date. 





Fut Expression Or Morion Picrure Ari 


Farmer Barnes’ tractor n't start The Agent mysteriously ars to 2 t i it t : : : 
fs F ey nage Barnes won't believe it. In fact he There are sequences in the film which re- 
atter a risky run on the edge of a how Barnes the accident that might figures he's dreaming and maybe . ‘ : 

ey. . he can't fieure it cut how taeeeel he was. mind sharply that only a motion picture 


can really move! The “Miracle” itself is one 
of those moments. The _ presence of the 
“Avent”, a littke man from out of this world, 
is used to tie the story threads with consid- 
erable humor as well as putting over the 
serious message, Sinclair has, indeed, made 
an important contribution to the welfare of 
its farm friends. They will react with deci- 
sive community and personal action—or we 
miss our guess! 

Sinclair Farm Shows have been held each 
year for the past nine years in farm terri- 
At Doc Whipple's house that night The Agent appears to remind him So he ends up on the “outs” with tories wherever Sinclair petroleum products 
orn <0 rages er a ee Seen, Se eee Se ele er ee ee are marketed. They have been attended by 
oY ees or er a ee more than 2,500,000 people. Each year a 
serious theme of particular interest to farm- 
ers is made the feature of an otherwise 
wholly entertaining program. Sinclair esti- 
mates that more than 600,000 farmers and 
their families will attend 2,300 Farm Shows 
being held in 36 states where Sinclair pro- 
ducts are sold. 





BACKGROUND ON THE PRODUCTION STORY 
The Sinclair Farm Program is the respon- 
sibility of Walter J. Andree, manager of the 





Thines fecees fo jolie. such as ad @ ccertaneir on a tealte Ante: acthbeit chile oliee-teme company’s Merchandising Department. Frank 
trippina over his feel box hack o: sider polated out by the Accent running machinery is narrowly averted. J. Shanklin is immediately in charge of the 
the farr r has + be onvinced! John is learning now. .. program, 


Before Miracle in Paradise Valley was 
written, representatives of Sinclair and Hix- 
son-O’Donnell, the company’s advertising 
agency, and Wilding Picture Productions, 
held consultations with county agents in the 
field, the National Safety Council, the U. S. 
Department of Agriculture, their Extension 
Service Department and a good cross-section 
of American farmers. 


A Vitra Service To THE AMERICAN PEOPLE 





As a public service contribution to the wel- 
ut the Acent (called Joe) has 3 The: slab of tuo ccohamad childen * ~» al ae : ds 

B A alled J ; } phaned dre Which leads to this pleasant fade fare of the American farmer, the Editors of 
take Barnes to the cemetery for a tinally swaken nn ¢ Jramat ut as Katie and John are re-united. 


bs. a Bie : _ BusINEss SCREEN rate Miracle in Paradise Val- 
. 65 ] ineres @& max scene Even The Agent is satisfied. 


ley one of the outstanding films of these times. 
Its real measure will be made in terms of lives 


‘TIIRE Bie saved and of increased far P i in < 
ICTURED ON THIS PAGE are just All of us are inclined to underestimate f increased farm production in an 


a few scenes from the new farm safety the cost of accidents on the farm, including era when food is vital to world peace. 
film Miracle in Paradise Valley re farm folks, but the terrible toll in life, health Production Notes: A special word regarding 
cently produced for the Sinclair Refining and property damage reveals that agricul- the casting and script of the Miracle is de- 
Company as part of the 1947-48 Sinclain ture in 1945 had more fatalities than any served, The cast is one of the best in recent 
Farm Show programs held throughout the other industry—a total of 16,000 lives were films and the story fits them like a glove. Ele- 
country. Wilding Picture Productions, Inc. lost. Agriculture suffered 1,500,000 accidents ments like these come together all to infre- 
was the producer. Distribution by sponsor. and had a farm fire loss in that year of quently but when they do a first-rate film 
results to the benefit of the audience and thus, 
to the sponsor, 3 
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Hollywood stars watch televised films. 


Mullen Predicts Television Network 


* A “good possibility’ that New York and 
Chicago will be linked in a television network 
by the end of 1948 is foreseen by FRANK E. 
MULLEN, executive vice-president of the Na- 
TIONAL BROADCASTING COMPANY. Mullen, who 
was a pioneer in farm radio broadcasting, 
made the statement during an interview in 
Chicago early this month while he was at- 
tending the International Livestock Exposi- 
tion and Farm Show. 


22,000,000 AupIENCE By ENpb or 1948 


Stating that he would not like “to be held 
exactly to the date,” Mullen declared the two 
cities should be joined in a network by that 
time “with a few months leeway on either 
side.” He repeated his previous predictions 
that television programs will be available to 
an audience of 22,000,000 by the end of 1948, 
and that the much-talked-about New York- 
Hollywood network will be a reality within 
the next two years, 





The Nsc executive said he did not believe 
that television would be a rival of the motion 
picture industry, or that picture people would 
“wait until radio had developed the new 
medium before stepping in to take it over 
for themselves.” On the contrary, he said, “I 
believe we in television will be able to co- 
operate in their field and they will lean on us 
for our radio experience.” He emphasized his 
belief that television will not compete with 
harm to any’ other industry, but rather will 
stimulate all entertainment and educational 
media. 


Mepia Serve To Benerit EACH OTHER 


To illustrate his point, Mullen recalled that 
although twenty years ago many feared the 
rise of radio, the newspaper, motion picture, 
and recording industries all found their cir- 
culation and revenue steadily increasing dur- 
ing the period of radio's greatest expansion, 
and find them higher today than ever before. 

Using the sports field as a specific example, 
Mullen maintained that just as radio vastly 
increased the attendance of women at ball 
parks by broadcasting games into the home, 
so will television create more sports fans and 
improve the “gate” of any sport it touches. 

In summarizing television’s effect on these 
allied media, Mullen said, “I believe the 
really thoughtful people in any of these fields 
' see the advantages television has to offer 

them.” e 
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2) Million SEE Farm Films 






® MOTION PICTURE SERVICE OF USDA MAKES ANNUAL REPORT ® 


CCORDING to the recently released an- 
nual report of the U. S. Department 
of Agriculture Motion Picture Serv- 

ice, a total of 25,000,000 persons viewed prints 
of USDA films during the year. Reports of 
152,173 showings were received, which did 
not include information on the many theatri- 
cal screenings. 

Significant achievements of the year con- 
tained in the report included the production 
of seven new films, technical advice and serv- 
ice to bureaus of the Department in the pro- 
duction of eight films, cooperative production 
of agriculture films with state extension serv- 
ices, supervision of nation-wide distribution 
of films, and the continued performance of 
staff services for the agencies of the depart- 
ment, 

Distribution continued to be handled pri- 
marily through a network of 76 cooperating 
film libraries in state universities and exten- 
sion services, with one new library added 
during the year—that of the Maine Ag Ex- 
tension Service. 370 additional libraries co- 
operated in special campaigns, 

Sales during the year totaled 2,579 prints 
of USDA films, the majority sold to schools, 
colleges, and foreign countries, The follow- 
ing tabulation shows the variety and com- 
position of purchasers: 


Foreign Countries ..................30% 
Colleges and Universities ............229 
Schools and school systems .......... 219 


3 RR ie aa Ae ee 12% 


Civic and public groups ............ 8% 
I ita boa pods tartans Ut Kgigida Ge 6% 
TS, i dcid bald Waele bua sikkes 1% 
































149 subjects were in circulation, and in pro 
portion to the audience, the total cost to the 
Department of providing the pictures amount- 
ed to about one-tenth of one cent per capita. 

One of the important activities of the Mo 
tion Picture Service according to the report 
was service to other Government agencies. 

For the Veterans Administration, the Mo- 
tion Picture Service produced 12 films on 
veterans’ subjects and made prints available 
for distribution to its 76 cooperating film 
libraries. In cooperation with the Treasury 
Department, the Service produced and dis- 
tributed a savings bond picture for farmers, 
The Crop That Never Fails, Production was 
started during the year on a film dealing with 
small business for the Department of Com- 
merce, and on another film for the National 
Housing Agency showing tests on which stand 
ard plumbing codes will be based. ‘he Li- 
brary of Congress, Army Air Forces, and the 
Department of State all made extensive use 
of the services, All in all, 23 different Gov 
ernment agencies utilized the Department's 
motion picture services, 

One of the more significant developments 
during the year was the cooperative produc- 
tion of motion pictures with.state extension 
services. 

Most important was the production, Men 
Who Grow Cotton, in which the extension 
services of 10 cotton states joined with eight 
bureaus of the Department under the gen- 
eral direction of the Motion Picture Service 
and the Extension Service, 

To Chester A, Lindstrom, Chief of the Mo- 
tion Picture Service, goes much credit for these 
accomplishments, despite budget limitations. ® 







In production on a General Mills film 


HE TEST of any sales training program 
is whether it will move the merchan- 
dise. In the case of General Mills, 
sound slidefilm program for retail training, 
the results have been more than gratifying. 
We found, for instance, that the film on the 
Betty Crocker Tru-Heat iron not only stepped 
up sales of our product, but moved more 
merchandise of all brands. Naturally this was 
sweet news to the retailer, It all served to 
verify our conviction, that a good sales train 
ing program will make for a better selling 
Tru-Heat 
iron sound slidefilm, it tended to make every 
retail clerk an expert and an authority on all 
electric irons. 
Harp To Devetorp SALES INTEREST 
But I'm getting ahead of my story. I should 


job generally. In the case of our 


begin with a brief review of the sales training 
problem that faces industry today, and how 
the sound slidefilm, specifically, presents a 
tested solution; It’s no secret to the retail 
trade that every manufacturer is convinced 
his product is “new and different.” And yet 
when his electric iron—to select that item as 
an example—is lined up along with nine other 
brands in the retail outlet, to the average 
salesperson, it is just another iron, 

That brings us back to the necessity for 
sales training. Everyone agrees it has to be 
done. But how? 

There is a growing realization among man- 
ufacturers that although millions have been 
spent in the past on sales training for large 
distributor meetings, little has been done 
effectively with the sales person whose respon- 
sibility it is to close the retail sales. It is true 
that in the appliance industry, the major 
appliance manufacturer can draw a large at- 
tendance at distributor meetings without too 
much trouble, He has the lure of the “exclu- 
sive franchise” and a complete line that is the 
life blood of many a retailer, But even here 


Sound Slidefilms Prove 


Visual Training Steps Up Sales 


Training Value to 






General Mills, 


says William A. McDonough, Sales Manager, Home Appliances 


the littke dealer frequently has neither the 
time nor the opportunity to attend, 

The appliance manufacturer concerned 
with traffic items may well experience difficulty 
in persuading other than major accounts to 
attend such meetings. 

BrinG THE MessaGe To THE MAN 

The challenge to General Mills and to every 
manufacturer of “trafic’’ or “convenience 
appliances” is to bring the same message 
forcibly and effectively to the man, rather than 
to bring the man to the sales meeting. We 
realized at the outset that ours was basically 
a problem of getting selling information into 
the channel where it will be most effective. 
And that is to the retail sales person, 

Armed with a determination to develop our 
own techniques for hammering home the sales 
message, we also adopted a broad policy of 
what that information would include. It would 
educate the salesperson on the merits of our 
product, It would enable the sales clerk to 
answer customers’ questions intelligently, It 
would provide ammunition for answers to 
such questions as “Why is this iron better?” 
and “Aren't they all just about as good?” In 
addition, it would help the salesperson do a 
better job of presenting, demonstrating and 
selling any appliance. 


EQuipMENT Must Be LicHt ANpD SIMPLE 


We decided upon slidefilms with sound as 
a sales training medium. We didn’t want 
heavy, bulky equipment, nor that which re- 
quires special mechanical ability to operate. 
We wanted it easily portable, As a result we 
selected a small projector weighing only 18 
pounds, Overall dimensions with loudspeaker 
and record player were only 6 by 13 by 14 
inches, complete in a case. Sound was supplied 
by one 12 inch record, cut on both sides, that 
slipped neatly into the case with the other 
equipment. The device, with a small portable 
screen, could be set up ready to go in a matter 
of less than five minutes. 


It was decided to use color slidefilms rather 


than black and white for several reasons, We 
found that color, though it cost fifty percent 
more to produce, was one hundred percent 
more effective, It enabled us to show the color 
of our red and white polka dot iron carton, 
the glitter of our merchandising displays, and 
other features that tied in with our four-color 
advertising. Another reason was that most of 
our competitors were using black and white, 
and the value of contrast was obvious. 

The Jam Handy Organization was the pro- 
ducer, Our first film was entitled Additions 
to the Family, and concerned the Tru-Heat 
iron sponsored by Betty Crocker, ‘The second 
film, just released, covers our new Pressure- 
Quick Saucepan, also endorsed by Betty Crock- 
er. A third film in process of production 
presents the Tru-Heat Iron and the new Steam 
Ironing Attachment which will be formally 
introduced to the trade at the January House- 
wares Show. 

SALes STAFF Hops FILM SHOWINGS 

The films utilize cartoons, pictures of the 
product, sales situations and special informa- 
tion—all designed to get across the selling 
message. The average time of screening is 
fifteen minutes. 

Our 17 district managers and their assistants 
promote and conduct showings. They contact 
the buyer or manager of retail stores, explain- 
ing our program and selling them on the need 
for a sales meeting, designed around the film. 
They try to schedule half an hour, but the 
meeting can be held in as little as 20 minutes. 
Usually the time is provided before the store 
opens for business. Where the sales staff is 
large enough, the showing may be held any 
time during the day. The presentation is cut 
to the bone from the standpoint of time. It’s 
“all meat and no fat.” 

Everything is set up and ready to go when 
the meeting convenes, Our sales representative 
gives a brief introduction, and the sound slide- 
film follows. A brief demonstration of the 
product is next, and our current advertising 
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program is reviewed and a question and 
answer period closes the meeting. 

There you have it in a nutshell. What we 
are trying to do is to produce practical sales 
training programs for the retailer—fast, com- 
pact, complete and flavored with just enough 
product information and selling slants. Our 
soundslide program on the Tru-Heat iron 
began in July, 1946. To date we have con- 
ducted more than 1,400 retail meetings 
through our 17 district managers. Our rep- 
resentatives have, in addition, held more than 
500 distributor meetings at which the film 
was shown. The slidefilms were then made 
available to the distributors, and the number 
of meetings they have conducted in retail 
stores all over the country mounts into the 
thousands. Our new film on the Pressure- 
Quick Saucepan has been budgeted for more 
than 2,500 individual showings during the 
first six months following introduction in 
November, 1947. 

One Man ENOUGH FoR AN AUDIENCE 

1 might emphasize that we have no require- 
ments as to the number of sales people for 
whom we will put on a show. In fact, we'll 
put it on for one or two people as readily as 
we will for a hundred. The whole objective 
is to get information to the retailer's selling 
force, and to get it there accurately and dra- 
matically. It helps all of us, 

Observing retail sales people “before” and 
“after” this presentation, and noting the im- 
provement in sales techniques, we are con- 
vinced that we have “an” answer, It’s an 
answer, as I said before, not only to General 
Mills sales problem, but to the retailers’ prob- 
lem as well. 

Retail appliance dealers and department 
store buyers that have had one training meet- 
ing are now asking for additional meetings as 
new films and products are released. These 
men are eager to have the General Mills 
sound slidefilm sales presentation because they 
know it adds up to more sales. And sales are 
our collective business objective and goal. @ 

Tele Sponsors Use Film Spots 
@ Using a film series, Hat Research Founda- 
tion, Inc., has made its initial entry into the 
television advertising field on Saturday, Dec- 
ember 13, over the facilities of KTLA, Para- 
mount Pictures station, Los Angeles. 

Films are specifically designed to demon- 
strate proper selection of hat style and color 
and they stress the health-protective benefits 
of hat-wearing. 

The contract providing for an 8:00 p, m. 
spot three times weekly was arranged by the 
Grey Advertising Agency, for Hat Research, 
and by John Dickinson of Paramount’s New 
York Television Department. 

* * * 

@ LeKTROLITE CORPORATION, manufacturer of 
Lektrolite Flameless Lighters, has contracted 
lor a twenty-six week film spot series over 
WBKB, Balaban & Katz station, Chicago. This 
marks the firm’s entry into Mid-West televi- 
sion. Contract was negotiated between Dona- 
hue & Coe, Inc., and Paramount's N.Y. Tele- 
vision Dept. 
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CHICAGO’s SURF THEATRE was the scene of the 
Films of the World Festival at which sponsored 
programs were reviewed for awards. 





At Premirre were Mrs, Joseph R, Chesser, 
president, Better Films Council; Fred Corey; 
and C, Scott Fletcher, president, of EB Films. 


14 Festival Awards to Sponsored Pictures 


*% Clean Waters, produced by the Raphael 
G. Wolff Studios, Hollywood, for General 
Electric Company, was selected as the world’s 
best commercially sponsored motion picture 
by the audience attending the Industrial- 
Sponsored program unit of the Films of the 
World Festival, held in Chicago during Oc- 
tober and November, The 16mm color-and- 
sound prize winner was produced in 
cooperation with the U. S$, Public Health 
Service and points out the dangers of water 
pollution and the need for adequate sewage 
treatment, 

Clean Waters competed on the program 
with five other films in the classification, all 
selected from a total of sixty-three entries on 
the basis of their outstanding contribution 
to public information. 

A screening committee of six, members of 
the Chicago Junior Association of Commerce 
& Industry, was selected by the Chicago Film 
Council to view all industry-sponsored entries 
and to choose the six best qualified to com- 
pete for the final audience vote. 

Five OrHer Pictures ON THE PROGRAM 
@ The five other productions appearing on 
the program included: 

*% Trees and Homes, produced for Weyer- 
haeuser Sales Co, by James A, Fitzpatrick. 
w& The Story of Menstruation, sponsored 
by International Cellu-cotton Products Co., 
produced by Walt Disney. 

*% Lever Age, entered by Shell Oil Co., and 
produced by the Shell Oil Film Unit, London. 
* Men of Gloucester, produced for the Ford 
Motor Co., by Transfilm, Inc. 

*% Children in Trouble, produced for the 
New York State Youth 
March of Time, Inc. 

Eight additional commercially sponsored 
films were given honorable mention awards, 
though not screened on the program. 

Clean Waters and the winning pictures 
in the six non-sponsored categories—Amateur, 
Biological Sciences, People and Lands, Phy- 
sical Sciences, International Interdependence, 
and Arts, Music & Crafts—will soon be given a 
series of nationwide screenings, with special 


Commission — by 


previews already planned in Milwaukee, 
Minneapolis, Dallas, Austin, and Berkeley, 
California, 

The Films of the World Festival was spon- 
sored by the Chicago Film Council, The Uni- 
versity of Chicago, Northwestern University, 
the General Federation of Women’s Clubs, 
and the Illinois PTA, 


WINNER SELECTED On Basis oF THEM! 

Decisive factor in the sponsored film awards 
was the extent of each film’s “contribution to 
public information.” Standards of commercial 
success, sales results obtained, etc. were not 
applied by the selections committee or the 
audience since the Festival was primarily con 
cerned with social welfare materials and the 
broader scope of public information. 

Eight sponsored subjects received Hono 
able Mention Awards, including the follow 
ing: 

* Bill Bailey and the Four Pillars, produced 
for the American Banking Association by 
Emerson Yorke Studios, 

* By Jupiter, produced for Marshall Field & 
Company by Wilding Picture Productions, Inc. 
*& The Gift of Green produced for the Sugai 
Research Foundation by Robert Flaherty. 

*% Pueblo Boy, produced for the Ford Motor 
Co., by Transfilm, Inc. 

* Rehearsal, produced for the American Tele- 
phone & Telegraph Co, by Leslie Roush. 


A SizEaBLe Crown fills the lobby of Chicago's 
Surf Theatre on premiere day. 
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SERS ESSRERRE 


A TELEPHONE HOUR CLASSIC 


Sponsor: American Telephone and Telegraph 
Company. Film: Rehearsal. Producer: 
Leslie Roush Productions. Agency: N. W. 
Ayer & Company. 

* Early in 1946, the telephone company re- 
leased a film based on The Telephone Hour 
radio program, Designed for showing to not 
only telephone people, but also to the general 
public, the film has been seen and enjoyed 
thus far by over five million people. 

Following up on this success, in 1948 the 
company is releasing Rehearsal, offering the 
same format of good music plus a dignified 
commercial of the same length as the radio 
message. 

Despite the high entertainment value of 
these two pictures, the company does not pro- 
duce films merely for entertainment or “good 
will”, Bell System motion pictures are pro- 
duced to bring to telephone users informa- 
tion that helps them get the most satisfac- 
tory and efficient use of their telephone 
service, and facts that help them to under- 
stand the objectives of the business. In ad- 
dition, telephone films are planned to give 
telephone men and women a better under- 
standing of the size and scope of their jobs. 

As in The Telephone Hour, Rehearsal 
features Donald Voorhees and the Telephone 
Hour orchestra, In addition, there are solos 
by the great Ezio Pinza and Blanche The- 
baum. The short commercial is a descrip- 
tion of the progress the Bell System is making 
in the construction of nation-wide micro-wave 
relay nets for telephone, radio and television. 
Technical Notes: Rehearsal is released in both 
a 27 minute non-theatrical version and a 17 
minute film for theatre showings. The music 
is, of course, notable and recorded excellently. 
Distribution: Rehearsal will be offered to 
theatres, clubs, schools, and company employee 
groups through member companies of the 
Bell System. 


Control room scene in “Rehearsal” 








Washington as a soil expert is depicted in 
the film “First in the Hearts of Farmers.” 





FOR BETTER FARMING 





Sponsor: The American Plant Food Council, 
Inc. Film: First in the Hearts of Farm- 
ers. Producer: Audio Productions. 

* When the production of this picture was 

first under consideration, it was agreed that 

its objectives should be: 1—to acquaint 

Americans with what commercial fertilizers 

have done and are doing to build up the 

nation’s soils and crops; and 2—to show how 
fully the plant food industry has fulfilled 
its part in this vital program. 

With such over-all objectives in mind, it 
was apparent at the outset that a picture must 
be planned which would be loaded with ac- 
curate facts and figures, in no case subject to 
controversy or attack. 

Moreover, it was realized that such a pic- 
ture could well become a ponderous presenta- 
tion of factual reports, with documentation 
following documentation. Not a very enter- 
taining formula for a motion picture aimed 
at mass showings. 

But after considerable research into ways 
and means of telling the story in an interest- 
ing manner, a screen treatment was developed 
which presents the message in an entertain- 
ing framework, contrasting George Washing- 
ton’s experiences in soils and crops with soil 
and crop conditions all over the nation today; 
and yet showing that Washington's theories 
of land management are as valid today as 
when he wrote them in his journal. 

This human side—this farmer side—of 
Washington is unknown to many Americans. 
The disclosure of his lifelong interest in farm- 
ing will do much to make the picture liked 
and successful in its purpose. 

Technical Notes: First in the Hearts of 

Farmers consists of farm scenes contrasting 

results from healthy soil and exhausted soil, 

animation explaining how soil becomes ex- 
hausted and how it can be replenished, and 
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The effects of fertilizers on cotton production 
illustrated in the Plant Food film. 


sequences of Mount Vernon and George 
Washington. It is interesting to note that 
the original diary of Washington was not 
photographed—handwriting of 1797 with its 
“f” shaped “s” proved to be too hard to read 
for screen use. A handwriting expert was 
engaged to simulate Washington's handwrit- 
ing, but more legibly. 

Distribution: The 24 minute version, First 
in the Hearts of Farmers, will be distributed 
by the Council and its 27 member companies 
to clubs, schools, and farm organizations. The 
9 minute theatrical version, Another First for 
Mr. Washington, will be booked into about 
3,000 theatres starting in January, 1948. 


COLOR SELLS GOOD STEEL 





Sponsor: Taylor-Wharton Iron & Steel Com- 
pany. Film: 3,000 Pounds Per Square 
Inch. Producer: Lewis Sound Films. 

* Taylor-Wharton is one of the oldest steel 
works of its kind in the United States. For 
over two hundred years, the company has 
been manufacturing specialized products of 
steel, such as heavy steel cylinders for con- 
taining gases. 

This film is the record of how these cylinders 
are made. It is an intricate process, involving 
piercing, drawing, and finishing a one-piece 
cylinder to withstand, with complete safety, 
pressures of over a ton and a half per square 
inch. 

Technical Notes: 3,000 Pounds . . . has some 

exceptional industrial photography. In Koda- 

chrome, the thirty minute film was taken 
almost entirely at the Taylor-Wharton works 
at Highbridge, New Jersey. 

Accurate rendering of hot steel color has 
always been a problem in this type of indus- 
trial film, and 3,000 Pounds ...... is notable 
in this respect. Some scenes of workmen 
handling the fiery metal on the dark floor of 
the mill are rendered in almost perfect color— 
both for skin-tone of the workmen, machinery 
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color, and the hot steel. Precision Labora 
tories exposed the duplicate prints, 
Distribution: 3,000 Pounds . . . has been 
selected for presentation in the Science Thea- 
tre of the International Science Exhibition 
at the Stevens Hotel in Chicago this month. 
Che film is loaned to engineering societies, 
scientific schools, on a limited circulation 
basis. 


PRUNE’S PLACE IN HISTORY 





Sponsor: California Prune and Apricot Grow- 
ers Assoc. Film: A Fortune in Two Old 
Trunks. Producer: All-Scope Pictures, Inc, 

* This film, with a stronger story line than 

many such pictures, is a long range public 

relations effort designed to dramatize, and 
so advertise, the history of American prune 
growing. 

As the title indicates, the theme of the film 
is the important part played by two old 
trunks in the birth of the now rich California 
prune industry. 

Synopsis: Beginning of the story is at the time 

of the California Gold Rush, in 1849. Louis 

Pellier, who had responded to the lure of 

gold, decided prospecting and panning was 

not for him, and, finding the Santa Clara 

Valley around San Jose to his liking, returned 

to his former occupation of nurseryman. 

Finding cultivated trees, plants and seeds 
scarce in the new country, he sent his brothe1 
back to France for plant stock, The brother, 
after the many-month trip by sail and stage 
that was then required, brought back, in two 
old trunks, a number of scions of the French 
d’Agen prune. 

These highly developed old world slips, 
when grafted on hardy local plum roots be- 
came the parent stock of practically all the 
present extensive prune acreage of the Santa 
Clara Valley. 

The film goes on to show how the prunes 
are grafted, some beautiful views of modern 
orchards in full spring bloom, and_ briefly 
details how prunes are grown, tended, picked, 
treated and packed. 

Distribution: Specific distribution plans have 

not yet been announced. The film was pre- 

viewed in October at the Barbizon Plaza 

Hotel, New York, for brokers and associates 

of the California Prune and Apricot Growers 

\ssociation. Prints will be made available to 

schools and colleges, and general distribution 

handled by one of the 16mm distributors. 


Scene in “A Fortune in Two Old Trunks’ 
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OF THE SOIL AND THE SOUTH 


Sponsor: Tennessee Coal, Iron, and Railroad 
Company (U, S, Steel subsidiary). Film: 
Soil and the South. Producer: Loucks 
and Norling Studios, 

* T.C.I. (Tennessee Coal, Iron and Railroad 

Company) has long been associated with 

efforts to improve the fertility of southern 

farms. 

Although T.C.1, is a major producer of 
fertilizer (open hearth slag) , its interest is not 
purely commercial. T.C.1. is irretrievably 
connected with southern welfare in general, 
and has long believed and acted on the prem- 
ise that as goes the prosperity of Birmingham, 
and of the whole south, so will go its own 
prosperity, 

So, in addition to producing steel, the com- 
pany has consistently supported research and 
practical on-the-spot aid to southern farmers. 

Soil and the South tells some of this story. 
It shows how one farmer considered his de- 
pleted soil and took steps to replenish its 
fertility in conjunction with his county agent, 
and help from the local banker. 

The banker's attitude in this case is remi- 
niscent of the fine film of the American 
Banker’s Association, Bill Bailey and the Fou: 
Pillars, reviewed in these pages last year. 
Technical Notes: In Kodachrome, Soil and 
the South is 15 minutes in running time. 
Good scenes of southern agriculture. 
Distribution: To southern farm groups by 
arrangement with local agents of T.C.1., and 
associated groups interested in farm welfare 
and improvement. 


LATHE OPERATIONS IN COLOR 


Sponsor: South Bend Lathe Works. Film: 
Grinding and Use of Basic Lathe Tool 
Cutter Bits. Producer: Burton Holmes 
Films, Inc. 

* This color film is the third in a series pro- 
duced for the South Bend Lathe Works, and 
based on the company’s instructional manual 
“How to Run a Lathe.” The first two in the 
series have been widely distributed to the 
machine tool industry and vocational insti- 
tutions. 
Synopsis: An introductory sequence explains 
the meaning and importance of such terms 
as clearance, rake, and angle of keenness as 
applied to cutter bits. A sample workpiece is 
turned out by the operator to demonstrate the 
selection, grinding, and proper use of the 
cutter bits necessary to accomplish the job. 
\ctual lathe operations shown include the 
steps to be followed in rough and finish turn- 
ing, machining a neck or groove, and cut- 
ting screw threads. In the final scenes, the film 
illustrates the grinding and use of additional 
cutting tools for such jobs as threading, left 
hand turning, boring, and forming. 

Technical Notes: 16mm sound film in full 

color with narrative voice. Running time: 22 

min. 

Distribution: The picture is intended for 

general distribution to vocational schools and 

industrial plants throughout the country. 





Glamour in the recent Hughes Brush film. 


BRUSHING UP ON BEAUTY 


Sponsor: Hughes Brush Company (Johnson 
& Johnson subsidiary). Film: Brush Up 
On Beauty. Producer: Films For In- 
dustry. 

* This is a typical factory picture, showing 

how brushes are made, 

There are very good reasons for producing 
pictures of this type. Seeing enough of them, 
as the folks on the school and club circuit 
undoubtedly do, provides a remarkably good 
concept of how things—all sorts of things- 
are manufactured, And the interest consist 
ently shown in “how it’s done”’ films indicates 
that they are always well received. 

Brush Up On Beauty, however, introduces 
more than factory scenes. Charles of the Rits 
demonstrates his technique of hairdressing, 
and some very pretty models show how they 
brush their hair, 
Technical Notes: 





Kodachrome, 25 minutes. 
Studio shots of models and hairdressing scenes. 
Factory shots at the Hughes plant in Wate 
vliet, N. Y. 

Distribution: To women’s clubs and schools. 


MAIN STREET: A BIG MARKET 


Sponsor: Pathfinder Magazine, Film: Main 
Street, USA. Producer: RKO Pathe, Inc. 
* Problem: Pathfinder is a weekly news maga 
zine with particular strength in rural areas 
and small towns, It supports the small town 
way of life and is active in defending it to 
its detractors, Pathfinder’s appeal to adver- 
tisers is the potency of the small town market, 
Many homecoming or newly returned soldiers 
have indicated a desire to make their way in 
large cities, a movement which was noted 
after the unsettling influence of the first world 
war and to a more marked degree today. 
Solution: Pathfinder has sponsored this film 
as its contribution to the small towns, to help 
keep their returning veterans at home by 
suggesting that despite the big city glamor 
and a chance at millions, life in smaller towns 
is more stable and has actually more to offer 
for most men, 
Synopsis: Main Street, USA is a letter from 
Medina, an actual small town in northern 
Ohio, to a soldier, serving overseas, who has 
decided to find his future in a big city when 
(CONTINUED ON THE FOLLOWING PAGE) 
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CASE HISTORIES 








Main Street, U. S. A. 


(CONTINUED FROM THI 


PRECEDING PAGE) 
he comes back. 
Medina. 
ing its merchants, doctors, lawyers, courthouse, 


Ihe film is a portrait of 
Che camera travels its streets, visit- 


town square, its small thriving industries, its 
comfortable homes. It says “here is a good life, 
we hope you'll want to stay with us, but 
wherever you go, we'll always stand behind 
you.” 

Technical Notes: Adopting a treatment which 
has been so effective in the This Is America 
series, this film offers an excellent pictorial 
study of a small town, It is 20 minutes in 
length, and is printed on tinted stock, 
Distribution: Main Street, USA will be shown 
in small town theatres and in clubs and othe 
adult groups through arrangements made by 
Pathfinder representatives. 





BIG TIMBER: A FILM “NATURAL” 


Sponsor: International Harvester Co. 
Monarchs of the Forest. 
Dowling Pictures. 


Film: 
Producer: Pat 


* Purpose of this film is to demonstrate 
special heavy duty International Harvester 
equipment for the logging industry. Shown 
are International trucks, tractors, cranes, rock- 
crushers, bulldozers and other pieces of equip- 
ment at work in rugged Northwest country. 

The film opens with a sequence showing 
the loggers at play in the annual three day 
Timber Carnival at Albany, Oregon. Log 
rolling and other typical lumbermen’s sports 
form the fun at this rough and ready jam 
boree, 

Ihe picture shows the two major kinds of 
logging, selective and strip, with the methods 
used in each. Also covered are major logging 
problems, including road-building through 
forests, hauling huge logs from almost in 
accessible locations, and other operations re- 
quiring well built and extremely powerful 
machines. 

Technical Notes: Photography is excellent, 
with many beautiful views of lumbef country. 
Distribution: By 


International WHarvester’s 


experienced film distribution system. Primary 
purpose is for showing to lumber company 
executives, nationally and internationally. But 
the film will also have school and general 
audience demand because of its interesting 
portrayal of an important American industry 
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Fellow workers provide “An Orc hid for Peggy” 


GETTING ALONG ON YOUR JOB 


Sponsor: American Telephone and Telegraph 
Company. Film: An Orchid For Peggy. 
Producer: Pathescope Productions. 

* In any large commercial organization there 

are, of necessity, some jobs which require a 

monotonous attention to just one manual or 

mental operation. In the telephone company, 

a high proportion of these tedious but useful 

tasks are in the Revenue Accounting Depart- 

ment. 

An Orchid For Peggy emphasizes the im- 
portance of revenue accounting work by dem- 
onstrating how it integrates into the operations 
of the company as a whole. Moreover it shows 
to Peggy the value of the good working con- 
ditions and friendships she has made in her 
work. It describes the company not as a 
nebulous “thing’’, but as people—thousands 
of people all working as one team of which 
she is an important member. 

Peggy's orchid is presented by her associates 
at a surprise party given to her in her last 
day with the company as she leaves to get 
married, She reflects, in her happiness, at 
the first discouragement of the lack of im- 
portance and variety in her first job. In the 
series of scenes of her remembrance the film 
shows how she came to understand her place 
in the company, and how she progressed to 
various other positions in the department. 

As a whole, the film was produced with an 

emotional approach to “reach’’ an audience 
largely composed of women. However, this 
was very carefully edited to avoid any maw- 
kish sentiment, 
Technical Notes: Pathescope’s Boris Kaplan, 
who wrote and directed An Orchid For Peggy, 
talked to several dozen women in the Revenue 
Accounting Department of the New York 
Company. The resulting script represents 
the attitudes of women doing accounting 
work—their occasional feeling of unimpor- 
tance, and the compensating factors of tele- 
phone work. The film is black and white 
and sixteen minutes in running time. 

Distribution: Bell System companies have al- 

ways felt it important to orient all employees 

into their importance to the company by 
explaining how they fit into the whole. 

Training films are never just “how”, but 

“why’; and training and motivation films 

designed for one department are frequently 






shown to all departments to show what the 
other person is doing. 

Thus, An Orchid For Peggy will be shown 
through member companies of the Bell Sys- 
tem to not only Revenue Accounting, but 
other departments of the company as well. 





BACKGROUND ON ARC WELDING 


Sponsor: General Electric Company. Film: 
Arc Welding at Work, Producer: Raphael 
G. Wolff Studios. 

* This film, another in the outstanding G. 

E. More Power to America series designed to 

sell specific applications of electric power to 

industry, is an excellent example of the 

demonstrative value of motion pictures, 

How else could the multitudinous uses of 
arc welding be presented so clearly and con- 
vincingly? 

The film's point is that arc welding is the 
most economical, strongest and lightest fab- 
rication method for many industrial opera- 
tions, and it makes this point most thoroughly. 

It is easy to see how the picture, shown 
individually or to groups of men responsible 
for production methods, would start them 
thinking about what operations of their own 
could be converted to arc welding. 

This reviewer, who knows nothing about 
welding or materials fabrication, felt, after 
seeing the picture, that he had had a liberal 
education on what arc welding was and could 
do, and that furthermore any manufacture 
not using welding was making a terrible mis- 
take. This reaction is noted to demonstrate 
the film’s possible effect on directors and 
officers of companies, who, while unfamiliar 
with production methods nevertheless have 
an important voice in the conduct of the 
business. 

Arc welding is a method that can replace 
to advantage cast or riveted construction in 
many operations, One of the examples given 
is a bracket that cost 67°, less when welded 
rather than cast. 

The film explains and demonstrates the 
three main types of arc welding: metal arc 
welding, atomic-hydrogen ar« 
inert arc welding. 


welding, and 
Selection of the proper 
type of welding, and the proper electrodes 
from among the many available, will assure 
the most effective weld for the job. 

Short animation sequences throughout the 


Betow: Dynamic photography adds interest 
to the new GE film “Arc Welding at Work.” 
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film show an amusing cartoon welder and lend 
a touch of lightness to the presentation. 
Conclusion of the film reviews the advan- 
tages that have been demonstrated for arc 
welding. Since it is not the purpose of this 
review to sell arc welding, but to report on 
the film itself, the sales story is not all listed. 
Sufhce it to say that the picture is a most 
effective educational sales presentation, which 
will hold the interest of every group concerned 
with fabrication methods, students and work 
ing supervisors, engineers and designers. 
Technical Notes: This 25 minute color film 
is well produced throughout. Many closeups 
of welding procedure give it real educational 
value. 
Distribution: By the G. E. organization which 
is well set up for film utilization. A complete 
distribution plan for the whole More Powe 
to America film program has been arranged, 
with additional areas slated for coverage as 
the subject of the film dictates. Sixty five prints 
of this picture were ordered immediately. 


ASSEMBLY LINE PRODUCTION 


Sponsor: Illinois Tool Works. Film: Save 
With Sems. Producer: Hudson Produc 
tions, Ltd. 

*% Assembly of washers and screws is usually 

a time consuming hand operation on most 

assembly lines. “Sems,” the Illinois Tool 

Works patented screw and washer assembly 

can save time, storage space, and wasted parts 

on almost any job. 

The film is a convincing presentation of 
this fact. It shows how the washer, placed 
on the screw before it is threaded, can never 
be lost or fall off. Screws and washers of every 
size and for almost every conceivable purpose 
are available. 

A well done animation section shows just 
how “Sems” are made. An interesting point 
about this section is that it not only provides 
information, but quite definitely illustrates 
the company’s patent protection on the prod 
uct. 

Distribution: By Ray Wall, Advertising Man- 

ager of Illinois Tool Works. It will be used 

as a direct sales aid in demonstrating the 
product to industry. 


Variety Store Sales Training Film 


@ Let’s Look At Your Job, the latest training 
film release by the trade magazine “Syndicate 
Store Merchandiser”, is designed for showings 
to new variety store salesgirls the very first 
day after hiring. The ten-minute sound slide- 
film shows the new girl that her store is truly 
an American institution, serving every member 
of the family. A brief behind-the-scenes view 
of the merchandising cycle from the buyer's 
office to the selling floor is given, then an ex- 
perienced, competent variety store salesgir| 
shows how she makes a sale. 

As a climax, the salesgirl in the film tells 
the audience why she finds her job interesting. 

\ silent “Photo Quiz” follows the sound 
portion of the film and briefly reviews a few 
of the more important points covered, The 
quiz was deliberately made easy to avoid con- 
fusing the inexperienced salesgirl. 


NUMBER EIGHT * VOLUME EIGHT « 1947 


An employe is late. Parker won't listen to ex- 
planations, issues a curt warning. 





An employe has been promised a better job, but 
circumstances arise which will improve employe 
present job... 


A not-too-smart employe is botching work. Thi 
angers Parker, who further confuses employe by 
impatiently ordering him to pay attention 





Franklin, however, expresses kindly interest in 
cause of tardiness. 





By not bothering to explain, Parker leaves em 
ploye dissatisfied. By careful explanation, Frank 
lin makes his employe happy and satisfied. 





On the other hand. Franklin wins hi: 


cooperation and understanding by patient in 


employe 


truction 


“Strange Interview’ —A Lesson in Human Relations 


%& BENJAMIN FRANKLIN'S PRINCIPLES and phil- 
osophy of man-to-man relationships are effec- 
tively dramatized in the six-reel motion pic- 
ture Strange Interview recently released by 
the Employe Cooperation Staff of General 
Motors Corporation. Produced by the Jam 
Handy Organization, this human _ relations 
film is the latest in the highly useful series 
which includes Doctor In Industry and The 





Open Door. 
The picture has a message to superisors 


They are “tops” for psychology. 


of many people—or of a few—to small business 
and to top management of large enterprises 
Ihe Franklin precept “treat your fellow man 
with consideration” is applied to modern day 
situations with a high sense of reality. The 
scenes above illustrate a few highlights from 
the film. Prints are loaned by the sponsor, 
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was premiered at 10:30 that evening.” ‘There 
was no exclamation point at the memo’s end. 


Ihe desert sand, according to Richie, was 
an even greater location difficulty than the 
heat, which often hovered at 130 degrees. 
During the last 10 days—when 6,000 feet ol 
film covering 1,500 miles over the desert re- 
mained to be shot—caution was abandoned 
for the sake of coverage and industrial mask- 
ing tape was plastered around all camera 
openings. ‘Iwo employees alternated at tak- 
ing the two Cine Specials apart at night, clean- 
ing out the clogging sand which often pre- 
vented the fade-out and dissolve mechanism 
from working, and frequently stopped the 
camera motor itself, 

Another interesting phase of the project 
was the lighting equipment Richie used. 


Adventure on Location: Desert Picture 
Made in Record Time and Temperatures 


* There is an ancient Arabie saying to the 
effect that “one must walk on sand before he 
can sleep on silk”. Robert Yarnall Richie, of 
New York, who recently returned from Saudi 
Arabia where he filmed Desert .Venture ton 
the Arabian American Oil Co., is paraphras 
ing these words of Eastern wisdom by saying 
vou can't produce a documentary in the 
desert unless you learn how to keep the sand 
out of your camera. 

Despite unusual technical problems on lo 
cation—including finely powdered sand blown 
wind—Desert Venture was completed in rec 
ord-breaking time. On August 18 Arabian 
American sent Richie to Saudi Arabia to 
shoot a production scheduled for premiere 
on the New York Heratp TrispuNe Forum 
October 2l—exactly two months and three 
days later. 


Here's A Futt Propuctrion CALENDAR 


Here is a brief report from the producer on 
how this feat was accomplished: 

“Mr. Richie left for Arabia by plane on 
\ugust 20 and landed back in the U. S. at 
6 A.M. on September 25 with 10,500 feet of 
Kodachrome. At 1] A.M. he flew to Rocheste1 
where Eastman Kodak processed the film 
overnight and turned it over to Richie's pro 
duction department. The final script was 
okayed the same day, after Richie's coverage 
had been checked, Voice track on narration 
was recorded Wednesday, October 1; mixed 
track was made October 10 and voice record 
ing done ‘wild’. Mixed track was made with 
a work print in which blank leader was cued 
and substituted for titles and animation. 
Titles and animation were completed and 
cut into final print on October 15, delivered 
to printer the same day and the first answer 
print was reviewed the evening of October 16. 
Slight revisions were necessary and the final 
print was delivered at 7 P.M. the night of the 


Forum deadline, October 21. The picture 
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“We had on the job,” he says, “one 5,000 
watt spot, one 2,000 watt spot and a battery 
of eighteen RSP2’s which give the equivalent 
of a 1,000 watt spot each; making a total of 
about 25,000 watts. 

COMPANY PrRovipes MosiLe GENERATOR 

“Naturally no house current or plant buss 
box would handle this load, so Aramco’s 
electrical department at Dhahran made up a 
special generator with control panel mounted 
on a Diamond T 6x6 truck with four lead- 
lines on reels and an extra Ford motor 
mounted parallel to the generator.” 

This outfit accompanied the production 
crew wherever interior shots were taken. 

Richie also took a specially built sound 
blimp with motor drive, which was also run 


Producer Richie poses against a_ familiar 


Eastern background on recent location trip. 









oll the truck generator, but frequently spon- 

taneous shots on the desert would be lost by 

the time such equipment could be set up. 
Covers SEVERAL HUNDRED LOCATIONS 

Believing that mere volume of footage is 
of no significance in cinematography unless it 
is good and has broad coverage, Richie divid- 
ed the 10,500 feet of Kodachrome he ex- 
posed in five weeks between several hundred 
locations from Ras El Misha’ab down the 
coast 250 miles past Dhahran, Abgiq, Hofut, 
and inland through El Kharj to the coastal 
city on the Red Sea of Jeddah and north to 
Cairo. 

In addition to the motion picture footage, 
he made between 400 and 500 still pictures 
showing how the American-operated oil in- 
dustry has developed this area as a thriving 
center of oil production. 

Approximately 800 feet of the total exposed 
was used in Desert Venture. The rest will 
be available for other documentary and em- 
ployee recruiting films to be used by the 
Arabian American Oil Company in its educa- 
tional program. e 





Tool Engineers Honor Five Films 
* Five successful industrial training motion 
pictures, all produced by the Jam Handy 
Organization, Detroit, were voted recognition 
as “significant factors in engineering advance- 
ment” by the American Society of Tool Engi- 
neers at its Boston meeting early this month. 

Sponsored by various industrials to teach 
employees new technical operations or proce- 
dures, the five films illustrate the variety of 
motion picture techniques adaptable to spe- 
cialized production methods. 


CONTENT OF Picrures Is BrieFLy Descripep 

The Workings of Magnesium, produced tor 
the Dow Chemical Co., employs direct pho- 
tography of the operations to show trained 
mechanics the latest methods of working, rivet- 
ing, welding and forming magnesium, The 
Easier Way, a motivational film shown to the 
foremen and supervisors of the sponsor, Gen 
eral Motors Employee Relations Staff, uses 
the Peg Board method to illustrate a non- 
technical presentation ef motion study. In 
Progresswe Honing and Automatic Sizing, 
sponsored by the Micromatic Hone Corp., the 
construction and operation of new war-devel 
oped honing machines are visualized by a 
combination of photography and animation. 
The concluding two films on the list, Hamil- 
ton Watch Co's, The Story of Your Job and 
Your Tomorrow in the Making Today, feature 
micro-photography sequences outlining opera 
tions in the manufacture of precision time. 
pieces, many parts of which are smaller in 
diameter than a human hair, ° 
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Commercial, educational and religious film producers meet on Calvin stage for workshop 


Studio Holds First Production Workshop 


PRECEDENT in outstanding cus- 

tomer relations was set last month as 

110 producers of commercial, educa- 

tional and religious films attended a four 

day production workshop at the Calvin Com- 

pany studios in Kansas City, Missouri, The 

invitational gathering was Calvin's public 

service answer to numerous requests received 

by studio personnel over the past two years. 

The workshop project, with the full use of 

Calvin personnel and facilities, was set up 

under the direction of F. O. Calvin, Lloyd 
Thompson and Larry Sherwood. 


Iwo Montus IN Its PREPARATION 
Calvin executives Larry Sherwood, vice- 
president, and Neal Keehn, operations man- 
ager, spent the better part of two months ac- 
cumulating material and examples included 
in the outline notebook provided every pci 
son in attendance. Meetings were held on a 
day and night session basis. 

Problems of film outlines, photography and 
color limitations were taken up on the first 
day; discussion of editing and editing tech 
niques followed on the second day. The third 


COMPARING Notes bD?iween workshop sessions 
are (l tor) Leonard Keck, Charles Monson, 
J. Aubrey Smith and L. W. Riley. 





day sessions were devoted to sound recording 
and laboratory techniques, The final day’s 
sessions were concerned with problems of dis- 
tribution and utilization of motion pictures. 

Fechnical aspects of photography, sound, 
client relations, etc, were taken up in the 
evening sessions. On Tuesday evening (the 





Asove: Tom Hope, General Mills film execu- 
tive, makes a point during the workshop dis- 
cussions held in Kansas City. 


second day of the mectings) a banquet was 
served on the sound stage where all busi- 
ness sessions took place. ‘Tom Collins, Kansas 
City banker and well-known after dinne 
speaker, addressed the banquet guests, 


CALVIN TECHNICIANS Assist IN PROGRAM 


Allen Jacobs, sound engineer, Bill Hed- 
den, laboratory supervisor, and Leonard W. 
Keck, were among the studio employes assist- 
ing on the program. The progressive spirit 
of these gatherings and the atmosphere of 
complete candor in which all sessions were 
conducted was received with genuine enthu- 
siasm by all present. The workshop is being 
considered as an annual studio event, © 











TELEVISION IN THE MIDWEST 
(CONTINUED FROM PAGE NINETEEN) 
putting mediocre men into key positions—a 
practice which can impede their future de- 
velopment. 

Capt. Eddy said Wks prefers to contribute 
toward a solution of the problem rather than 
to hope blindly that its own staff will not be 
crippled, 








PROGRAM AND TECHNICAL MEN To JOIN 

Under terms of the proposed program, 
Wesxs will temporarily take into its crews 
both program and engineering executives. 
Expenses will be shared. Wks will stand the 
cost of schooling the visitor, making no charge 
to the sponsor. The sponsoring organiza- 
tion, in turn, will keep the staff member on 
its own payroll during his period of instruc- 
tion. In case of schools and colleges, only 
graduate students and members of the faculty 
will be accepted, It was emphasized that the 
program will not be open to individuals as 
such, All must be sent to WBxks by a sponsor- 
organization approved by an advisory board 
to be composed of an eminent authority in 
the television field, a member of the staff, of a 
school of journalism, and a member of the 
staff of a school of engineering. 

Three stations have already applied for 
participation, and their people are expected 
to arrive in Chicago about January 1, 

STATION PERSONNEL ALREADY COMING 

George Storer, head of the Fort Industries 
which now holds construction permits for 
Detroit and Toledo video stations will enter 
a director of television and a chief of engi- 
neering in WBkB crews. Executives from other 
departments will follow as soon as WBxks can 
make room for them. 

Harold Hough of radio station Wap, Fort 
Worth, Texas, plans to send two engineers 
and a program director to work in the crew. 

In summing up the program Capt. Eddy 
stated that Wakes has neither the desire nor 
the intention to enter the educational field. 
Ihe program is an emergency measure to 
meet a temporary problem, and will be dis- 
continued as the help shortage eases. 

Perhaps the best indication of the future of 
Chicago television can be inferred from Capt. 
Eddy’s remarks at the close of the press con- 
lerence: 

“Beyond our desire to protect ourselves lies 
the fact that Wsxks will prosper only as the 
television industry prospers. Limping opera- 
tions by a new telecaster, ignorance of tele- 
vision on the part of advertising agencies, and 
poorly organized college courses can hamper 
the development of every station, We bene- 
fit ourselves locally and nationally when we 
aid the expansion of the entire industry.” 
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THIS IS THE FIRST OF A SERIES 

| of staff reports on the progress of tele- ‘| 
vision. No. 2 will cover West Coast | 
developments in an early issue. 
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Successful 
TRAINING FILMS 


Require 
— Specialized Writing Knowledge 


— Specialized Production Experience 
for proof that 
DEPICTO FILM 


gets results, check with: 


Johns-Manville Corp. 
Singer Sewing Machine Co. 
Lily-Tulip Cup Corp. 
E. R. Squibb & Sons 
The New Haven R. R. 
Nedick’s Inc. 
Empire Crafts Corp. 
Robert Reis & Co. 
Gregg Publishing Co. 
Remington Rand Inc. 
National Coal Association 
Westinghouse Radio 


245 West 55th Street 
New York 19, N. Y. 























FOOD FILM OF THE WORLD 


Sponsor: Spaulding Bakeries, Binghamton, 
N. Y. Film: Food of the World. Pro- 
ducer: Films For Industry. 

* This is a simple story of how bread is made, 

why it’s good to eat, and why it’s good for you. 

Spaulding Bakeries, a big operator in cen- 

tral New York, made it for combined public 
relations and straight product 
throughout its territory, 
Technical Notes: Primarily a straight factory 
run-around, this twenty minute picture hap- 
pens to be in a bakery, but the formula runs 
true. From a wheat field to a cute moppet 
gnawing his favorite loaf, the story of bread 
manufacture is told step by step. 


promotion 


But it’s well told, with exceptionally good 
photography in commercial Kodachrome. In- 
troductory scenes show the various forms of 
bread in Mexico, Sweden, France, Italy, 
Ukraine, China, and India being prepared 
and eaten by authentically costumed natives. 
Distribution: 
sponsor. 


To schools and clubs by the 


LET THE PUBLIC KNOW 


Sponsor: National Committee on Atomic 
Information. Film: One World or None. 
Producer: Philip Ragan Associates, Inc. 

% One World or None was produced with 

the objective of stirring the general public to 

an awareness of the danger inherent in war- 
use of Atomic Energy. 

Synopsis: The film shows that, in actuality 





A Mexican Famity enjoys tortillas in this 
scene from the new Spaulding Bakeries film. 


the atomic bomb is not a secret, It explains 
how the scientists of the world pooled their 
findings to make it possible. It also states 
that there is no defense against it except world 
cooperation. 

Technical Notes: Philip Ragan was formerly 
on the staff of Fortune, for whom he produced 
visualizations of technical matter, Not being 
satisfied with static presentations, he turned 
to film animations of pictorial graphs and 
charts, and produced several for the National 
Film Board of Canada during the war. 

One World or None is an animated film in 
the same Ragan style familiar to Fortune 
readers. It is black and white, 16 and 35 mm, 
and 828 feet in length. 

Distribution: Film Publishers, Inc, 
York) are distributors of the film. 
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Exclusive New 
Radiant Screen 
Features 





SURFACE 


—— 
RADIANT 
Glass Beaded 
.. BRIGHT 


the NEW RADIANT Screens 
make in you 


r pictures 


prance 











1 Self-Opening Tripod Legs* 
2 Screen Leveller* 
3 Shakeproof Safety Catch 


4 Feather Touch Adjusting a 
Handle (U. S. Patent) fe 


5 Fully Automatic Auto-Lock* 
6 Built-in Shock Absorbers * 
7 Automatic Leg-Lock 

8 Rubber-Ball Tripod Feet 


9 Triangular Steel Tube 
Construction 


10 Automatic Leg Adjustment 

11 Finger Grip Carrying Handie 

12 Streamlined Design 

13 Automatic Leg Closing 

14 Complete Range of Screen 
Heights 






















15 Unconditional Guarantee 





The complete Radiant line 
includes Wall, Ceiling and 
Table Models in sizes 22 
inches x 30 inches to 20 
feet x 20 feet ond larger. 


* Pot. Pending 
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Your pictures look twice as bright 
when projected on the new 1948 
Radiant Projection Screens. They 
have added brilliance, extra 
sharpness, more authentic colors. 
The special Radiant glass-beaded 
screen surface with millions of 
tiny glass beads imbedded in 
pure white plastic—reflects light 
instead of absorbing it. Radiant 
gives you more new features that 
make for quicker set-up and 
easier adjustment. These new 
Radiant Projection Screens make 
every picture a better picture! 



















ORDINARY 
projection 
screen 
SURFACE 
.-- DULL 


RADIANT MANUFACTURING CORP. 
1243 S. Talman Ave., Chicago 8, Ill. 





Send for FREE Screen Guide Today! 


“Secrets of Good Projection,” a 32-page 
booklet, gives proper screen sizes, correct 


Send me F REE copy of “Secrets of 
Good Projection”’—also latest Radiant 
Catalog showing complete line of Ra- 


projection lenses, tips for improving 
projection and many other valuable 


able Screens. 
facts. Mail coupon for your FREE copy. 





Name 


RADIANT 
a 


eg -U.$. Pat OW, 


| 
diant Portable, Wall, Ceiling and 
a 





PROJECTION scacens7 State 
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WHAT'S NEW in 16mm PROFESSIONAL EQUIPMENT! 





Ten years of professional research and testing in Hollywood studios 
and major film labs have produced the first really important line 
of 16MM equipment precisely engineered to meet the particular 


requirements of the 16MM producer and 16MM film technician. 


This equipment, manufactured by Micro Engineering Corporation 
of Beverly Hills, is built to accurate professional specifications, and 


SPLICER 





SINGLE PIN REGISTRATION, SELF CONTAINED HEATER UNIT and other advanced 
features insure accurate, fast, smooth and durable splices with maxi- 
mum operating efficiency and minimum film loss. The only hot-splice 
splicer precisely engineered for 16MM. Has carboloy scraper blade (semi- 
automatic), oilite bearings, hardened and ground stainless steel blades. 

Price: $174 


is now being successfully used in the laboratories of MGM, Warner 
Brothers, Acme, Jerry Fairbanks, Telefilm and other leading Holly- 
wood 16MM producers and processors. Sturdily built, handsomely 
finished, the equipment is available for immediate delivery. Full 
information can be obtained by writing MICRO ENGINEERING 
CORPORATION, 118 SOUTH BEVERLY DRIVE, BEVERLY HILLS, CALIF. 





VIEWER 


CONTINUOUS FILM FLOW over rollers eliminates all danger of damaging film 
or film sprocket holes in this accurate and sturdily built Viewer. Uni- 
versal motor operates on 110 Volt AC, 50 or 60 Cycle. Foot-throttle 
control is adjusted to variable speeds and hand-flange facilitates film 
adjustment and winding. Finished in black baked wrinkle lacquer and 
highly polished chrome. Price: $265 





required. 








COMPLETELY FLEXIBLE, precise machining of interchangeable parts permits ac- 
curate rearrangement and addition of 16MM and 35MM sprockets for every 
required gang combination. Advanced features include forty-tooth precision- 
hobbed sprocket which advances full linear foot of 16MM film every revolu- 
tion; Veeder-Root Set-Back Counter, and “Pop-Up” Idler Rollers. All parts 
accurately jig-bored so that additional gangs or combinations can be added as 


Prices for other gang sizes and combinations will be furnished on request. 


Price: 2 Gang 16MM— $230 













READER and 
AMPLIFIER 


ADVANCED SOUND ENGINEERING PLUS PRECISION FILM FLOW insure “hum-free” 
amplification and complete film protection in Micro’s precision-built 
16MM Reader and Amplifier. Operates on 110-120 Volt AC, 50 or 60 
Cycles. Features top-quality optical slit, standard photo-cell and exciter 
lamp units. volume control on head, tone control on amplifier, and 
photo-cell voltage control. Price: $266 


INSPECTOR 





FREE MOVING OPTICAL MAGNIFIER, and forty-frame scanning channel. Double 
channel] exposes two full forty-frame strips of 16MM film from roller to 
roller. Film flows through inspector on rollers insuring complete film pro- 
tection for valuable original in the conforming, color-matching, timing 
and inspecting operations. Cold fluorescent lighting reduces eye fatigue 
to a minimum. Write for full information on price. 


Manufactured and Sold by 


MICRO ENGINEERING CORPORATION 
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118 SOUTH BEVERLY DRIVE - BEVERLY HILLS, CALIFORNIA 
Manufacturers of Professional 16MM and 35MM Equipment 
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Infantile Paralysis Foundation 
Releases Fourth in Film Series 
@ In Daily Battle, fourth in a 
series of films produced by RKO 
Patue, Inc. for the National 
Infantile Paraly 
sis, is now being released through 


Foundation fo 


the Foundation’s local chapters. 

Using new techniques of “float 
ing images” and naturalistic back- 
grounds combined with anima- 
tion, the new motion picture 
points out the action of polio 
mvelitis, still a mystery disease. 
Through the story of three vic 
tims, the prognosis and treatment 
of polio is illustrated, The short 
will serve as a guide to commu- 
nity action in fighting the disease. 

Most of the footage was shot in 
Hartford, Connecticut, picked as 
a representative American com 
munity, and in RKO’s New York 
studios. Hospital scenes were 
taken in McCook General Hos 
pital in Hartford. Principal roles 
in the film were played by non 
professionals, among them Navy 
interns, nurses,. and physiothera- 
pists at McCook, plus Hartford 
business men. 

In Daily Battle is available in 
both 16 and 35mm. 


New Color Picture on Sulphur 
Distributed by Bureau of Mines 
@ Sulphur, a new sound-color film 
on the versatile yellow mineral 
used in science and 
industry, has just been released 
through the United States Bureau 
of Mines film library. Sponsored 
by the Texas Gulf Sulphur Com- 
pany, the 20-min. motion picture 
is the first color venture produced 
entirely unde 
vision. 


so widely 


Bureau super- 


A fitting subject for color be 
cause of its own natural brilliance, 
Sulphur 
animated diagrams in describing 
production operations and the 
industrial applications of this im- 
portant element. 


makes effective use of 


Application for short-term loans 
of the film should be addressed 
to the Graphic Services Section, 
Bureau of Mines Experiment Sta- 
tion, 4800 Forbes Street, Pitts- 
burgh 13, Pa., and should specifi- 
cally state that the borrower is 
equipped to show l6mm sound 
films. Although no charge is made 
for use of the print, the exhibitor 
is expected to pay transportation 
charges. 


Soviet Technicians Active In 

Three-Dimensional Film Field 
@ Details of recent work done by 
Soviet technicians in the -field of 
stereoscopic films have been re- 
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IN THE PICTURE PARADE 


ceived by the Mass Media Section 
of Unesco from Film, a Polish 
fortnightly periodical. 

Film states the inventor of the 
three-dimensional film, SItEMION 
Ivanov, has recently finished a fea- 
ture length film on Robinson 
Crusoe, which is stated to be tech- 
nically the most advanced stereo- 
film yet produced. The 
Soviet Government, it is added, 


scopl 


has opened a special studio for the 
production of these films. This 
studio, Stereokino, has already a 
staff of technicians trained in 
three-dimensional photography; 
co-operating with Ivanov are Al- 
exander Andrievski, who is direc- 
tor and editor, B. Ivanov and E. 


Sawczenko, who are engineers and 
Dmitri Surenski, who is the oper- 
ator. 

The screens used measure five 
metres by eight, and it is hoped 
that it will soon be possible to 
increase this size to nine metres 
by twelve; the screens are extreme- 
ly complicated optical surfaces, 
composed of thousands of lenses, 
1-8 microns thick, 

A new system of perforation 
used by Ivanov makes it possible 
to have a screen one and a half 
times bigger than has hitherto 
been the case, with the result that 
the picture on the screen is square, 

Considerable U. S. progress has 
been made in this technical field. 


ANIMATION 
and 


SPECIAL EFFECTS 


Films produced by Loucks & Norling attract special attention 


because they usually contain sequences of technical or cartoon 
animation and special effects that raise them above ordinary 
commercial and educational films. 


No animation problem is too tough for the technicians of this 
organization. To animate the complex movement of a watch 
hairspring we designed and built (in our own machine shop) a 
special device to make the extremely accurate drawings required. 


Come in some day and see our equipment and meet our person- 
nel. If you have a visualization problem that you think cannot 


be solved, call on us. 


LOUCKS: 


245 WEST SS TH ST. 
MOTION PICTURES ° 





SLIDE FILMS ° 


ORLING 


* NEW YORK 
SINCE 


ciTY 
1923 





“Modern Guide to Health” Now 
Available for U. S. Distribution 
@ Modern Guide to Health, a 
new one-reel educational film 
just received in this country 
from Great Britain, features a 
black-and-white cartoon  treat- 
ment of such health problems as 
posture, care and selection of 
clothing, and the importance of 
rest and sleep. It is primarily 
aimed at parent and adult 
groups, but is well suited to 
school audiences. Distribution in 
the United States and Canada 
will be handled through YOouNG 
AMERICA Fitms, New York. 


Air Force Pays Tribute to Women 
@ KNICKERBOCKER PRODUCTIONS, 
New York, has just completed a 
two-reel documentary motion pic- 
ture for the United States Air 
Force entitled Salute to the La- 
dies. The picture deals with the 
vital part played by women dur- 
ing the war, not only as civilian 
aircraft workers in industry, but 
particularly in our Air Force as 
Flight Nurses, WACs and WASPs. 
An appeal is made to all women 
to help preserve peace by keeping 
America strong in the air. 


Hawaiian Pineapple Co. Gets 

Complete Footage on Operations 
@ A complete picturization of the 
Hawaiian Pineapple Company 
operations has been filmed by 
Jerry Fairbanks Productions, Hol- 
lywood, and is now being edited 
for release in several film versions, 

The footage, said to include 
complete coverage of the industry, 
required nine weeks of location 
filming in Hawaii with several 
camera crews at work, and one of 
the largest shipments of equip- 
ment ever used in the field. 

Studio scenes and animation 
and micro-photography sequences 
are now being completed in Fair- 
banks Hollywood headquarters. 
The series, when completed, will 
trace the pineapple industry from 
harrowing in the fields to the cans 
on grocers’ shelves. 

The films are the first to be 
made by the Hawaiian Pineapple 
Company for commercial show- 
ings. The extra footage in the 
nearly 50,000 feet of 16mm Koda- 
chrome shot, was designed to cre- 
ate a stock pile of picture ma- 
terial for additional films, and for 
tailoring parts of completed films 
to specific audiences, 

During the Hawaiian filming, 
Fairbanks, who personally filmed 
or supervised most of the produc- 
tion, also gathered scenes for some 
of his theatrical short subjects, 
and for a television featurette. 
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Protestant Film Commission 
Publicizes ‘Beyond Our Own’ 
@ A publicity campaign be- 
lieved unprecedented in the 
l6mm field has just been 
completed for the Protestant 
Film Commission's first pro- | 
duction, Beyond Our Own, | 
which is being distributed 
by the Religious Film As- 
sociation, New York. 

Editorials and news sto- 
ries in major metropolitan 
newspapers, reviews by rec- 
ognized film critics who 
rarely venture outside the 
theatrical field, national 
network broadcasts, and 
lengthy stories in national 
magazines were among the 
highlights of the campaign 
conducted by Banner and 
Greif, public relations coun- 
sel of New York. 

Most unusual in the 16mm 


field was the television cover- 

age provided by css. A news- 

reel crew photographed the e 
premiere at the Fifth Ave- eee let 


nue Presbyterian Church in 3 - 
New York, where many mo- help both camera and projector tell it better! 
tion picture executives, as 

well as church leaders, wit- 
nessed the first showing. 
These reels were subsequent- 
ly shown over the CBS 
video station. Two nights 
later, after a series of “spots” 
calling attention to the show- 
ing, the film itself was pro- 
jected over a three-station 











television network linking G-E PHOTOFLOODS for taking pictures G-E PROJECTION LAMPS for showing them 
leurs 4 a Ihil- > a6 . 

ec ee Their brilliant, high-efficiency light is always Now readily available in ALL SIZES. And it pays 
attimore. : great help . . . especially when there’s any to insist on G-E ... to be sure of: 
According to industry ex- question of over-loading lines. Handy new re- © Mere light 

ecutives, not more than fifty flector-type lamps come in two beam spreads: ‘ ' 

top pictures of the entire wide, flood spread (Reflector Photoflood RFL2); me en gy pt “a ’ 

annual production of Holly- narrow photospot beam (Reflector Photospot mi 7 - ee - as oe r 

wood achieve this coverage. RSP-2) with 7 times the light or same light,same vices cin pectin — 

coverage at 3 times the distance. (A good lamp Don’t let a burnout spoil your show . . . get a 

Revere Camera Holds Open for special effects) Ask your G-E lamp supplier. spare G-E projection lamp for emergencies. 


House & Premiere Showing 
@ Nearly 500 educators, edi- 
tors and photographic deal- 
ers were guests of the REVERE 
CAMERA Company, Chicago, 


at the midwest premiere of Remember oe fr CUENY photographic frrfose 


the company’s new l6mm 


sound projector and camera 

equipment. The event was G a E LA Vi Ps 
held November 4 at the 

Hotel Stevens. 


Speaker of the evening 


was Dr. Gerald Wendt, edi- GENERAL (36 ELECTRIC aie - 









torial director of ScIENCE 
ILLUSTRATED. He predicted = 
that millions of persons 
would take to photography 

as a hobby in vears ahead. BUSINESS AND INDUSTRIAL FILM USERS PRAISE THE NEW AUDIO-VISUAL PROJECTIONIST'S HANDBOOK! 
“The availability of a... 


Focal-plane 











eee . Comments received from large business users of films and value in the field. Order copies today at $1.00 each from 
low-pr iced sound projector equipment who have supplied their representatives and Business Screen, Chicago 10. Write c/o BOOKSHELF DE- 








.. will make it all the more | dealers with the Projectionist's Handbook indicate its PARTMENT, 812 North Dearborn Street, Chicago 10, Ill. 
inviting,” Dr. Wendt said. | 
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*% FILMS continued to make news 
in television activities last month, 
@ Cuevrotet (Campbell Ewald 
agency) sponsored an Asc film 
package of the royal wedding, 
which was telecast on the day of 
the wedding in Philadelphia 
(WFIL-TV), Washington (WMAL-TV) , 
and Baltimore (wMAR). The film, 
comprised of stock motion picture 
shots of Princess Elizabeth and 
last minute still telephotos of the 
wedding, was narrated by local 
announcers in each city, with 
commercials for local Chevrolet 
dealers. 

Swirt, 29 hours after the wed- 
ding, had a film of the actual 
ceremonies on the NBC Tv network. 
Flown from England by Pan 
American, the film was part of 
the regularly scheduled Swift 
Home Service Club. Rather than 
actual camera shots made on the 
spot, the NBC coverage consisted 
of a film record taken from a BBC 
television tube in London, ksp-Tv, 
St. Louis and wwy-tv Detroit, 
affliated but still unlinked to 
NBc’s net, were flown prints for 
televising several hours later. 
NBC Shows New Science Films 


@ nBc made the first public show- 
ing of motion pictures showing 
the drone fly in flight. This film, 
of great importance to aerody- 
namic research, was made by the 
American Museum of Natural 
History with funds supplied by 
the Sperry Gyroscope Company. 
Taken at the rate of 3,000 ex- 
posures per second, the photo- 
micrographs showed the pumping 
action of the fly's helteres, which 
maintain its balance in flight. 
Top Football Games Via Film 
@ THe AMERICAN Tosacco Com- 
PANY (N.W. Ayer agency) spon- 
sored films of Army-Notre Dame 
and Navy-Georgia Tech on wnst, 
New York. Both contests were 
covered by Nsc’s film crews and 
flown to New York for rapid 
processing. 

AMA’s Auto Industry Picture 

@ The AUTOMOBILE MANUFACTUR- 
ER'S ASSOCIATION is sponsoring a 
new film on the automobile in- 
dustry produced by wwy-tv, De- 
troit. Representing footage from 
various automotive film libraries 
and new production by wwy’s 
film department, the picture will 
be used on television stations in 
all parts of the country and will 
also receive distribution as a non- 
theatrical movie. 


President Sees Tele Preview 

@ The AUTOMOTIVE SAFETY Foun- 
DATION recently introduced a new 
film by televising it to the White 
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House over WMAL-Tv, Washing- 
ton. Titled In The Driver's Seat, 
and containing views of the Presi- 
dent addressing a meeting of the 
Highway Safety Conference, the 
film was viewed in the White 
House by President Truman and 
ofhcials of the President’s High- 
way Safety Conference. In The 
Driver's Seat was produced by the 
American Broadcasting Company. 
Following the premiere showing 
in Washington prints for regular 
motion picture projection will be 
available. The Inter-Industry 
Highway Safety Committee, com- 
prising dealers of the automobile, 
petroleum, and tire industries, 
cooperated in the production of 
the film with the Automotive 
Safety Foundation and will dis- 
tribute prints for screening before 








16MM TELEvision FiLMs are projected by 
Detroit's new station on this Victor Ani 
matograph equipment recently adapted 
especially for that purpose. 


its state and local units through- 
out the United States. The picture 
also will be used in promotion 
of the highway safety program 
by many other national organiza- 
tions. 











DON'T 


make a movie... 


[ JNTIL you have seen the business film 
“PAY LOADS PAY OFF!” 


This motion picture made handsome profits 


for its sponsor. As a sales tool it “PAID 


OFF!” 


SEE FOR YOURSELF! 


We'll be happy to send you a print for 


screening upon request—or show it to you 


in our Little Theater without obligation! 


Write, or call ELdorado 5-1444 





WILLIAM J. GANZ COMPANY 


Producers of Sales Promotion Films 


40 EAST 49TH STREET * NEW YORK 17, N. Y. 


ESTABLISHED 1917 














NBC’s Video Rates Increased 

@ nBc’s New York television sta- 
tion WNBT will increase its rates 
to advertisers effective January I, 
1948. 

The new schedule of charges is 
broken down into transmitter and 
program facilities categories. The 
hour charge for use of the wNnBT 
transmitter will be $500; for 40 
minutes $400; for a half hour 
$300; for 20 minutes $250; for 15 
minutes $200; for 10 minutes 
$175; for 5 minutes $125; for 1 
minute (film only and includes 
film facilities) $125; and for 20 
seconds (includes slide or film 
facilities) $80, 

Program facilities charges start 
at $1,000 an hour for the use of 
NBC's largest studio, For the film 
studio, charges will be $250 per 
hour; $225 for 40 minutes; $200 
for a half hour; $175 for 20 min- 
utes; $150 for 15 minutes; $125 
for 10 minutes; and $100 for 5 
minutes, 

The new charges, based on an 
increase of set ownership in the 
metropolitan area from 6,500 at 
the end of 1946 to 65,000 as of 
October 1, 1947, will be effective 
during the first thirteen weeks of 
1948. 

NBc estimates that by the end 
of 1947, 100,000 sets will be in 
use in the New York area; and 
by the end of 1948, 400,000, each 
with an average of six viewers 
per set, or a total audience of 
2,400,000. 


New York-Boston Relay Opened 
@ The Bell System’s radio relay 
between New York and Boston 
was opened for experimental tele- 
vision and telephone use Thurs- 
day, November 13, with simul- 
taneous ceremonies in New York, 
Boston, and Washington. The 
ceremonies were linked by the 
new facility between New York 
and Boston, utilizing radio micro- 
waves beamed via seven hilltop 
relay stations, and to Washington 
by cable. 
Notes on Television Personnel: 
@ Harry T. FLoyp, formerly east- 
ern sales manager of Walt Dis- 
ney’s commercial film department 
and of the Princeton Film Center, 
has been appointed an account 
executive in the Nsc Television 
Sales Department. 
@ Dorothy Sapero, formerly film 
director at Balaban & Katz’ 
wBkB, Chicago, has resigned to 
accept a similar position with 
WTMJ-Tv, new Milwaukee tele- 
vision station owned by the Mil- 
waukee Journal. 

Dick Locke succeeds Miss Sa- 
pero at WBKB. 
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IN THE NEWS 


DuPont's N.Y. Office Changes 
@ Effective December 1, the New 
York offices and warehouse of the 
DuPont CoMPpANY PHOTO PROb- 
ucts DEPARTMENT, formerly lo- 
cated at 350 Fifth Ave. and 275 
Seventh Ave. respectively, were 
consolidated in a new location at 
248 West 18th Street. 

Jam Handy Expands Visual Sales 
@ THe JAM HAnpy ORrGANIZA- 
riON announces expansion of its 
national program for the distribu- 
tion of visual aids in the educa- 
tional field with the appointment 
of three additional exclusive state 
distributors of the Organization's 
products, 

Joun R. Morrirr, Montgom- 
ery, Alabama; Mu§ssissipp1 OF- 
FICE SuppLY CoMPANy, Jackson, 
Mississippi; and NEWTON SCHOOL 
EquipMeENT, Jacksonville, Florida 
are the new distributors. 

Boston Dealer Sets Up Counsel 
@ Cinema, INc., Boston visual 
education dealer-distributor, an- 
nounces the appointment of F. M. 
CARDER as audio visual consult- 
ant to their recently-opened Audio 
Visual Equipment Division, The 
new Division was developed in re- 
sponse to a growing demand from 
New England educational and in- 
dustrial groups for a survey and 
installation service handling both 
sound and projection equipment. 

Mr. Carder will have the as- 
sistance of Hospartr THROOP, in 
charge of the sound department, 
and Henry A. Stebbins, Cinema 
sales director in Connecticut and 
western Massachusetts. 


Acquires Mexican l6mm_ Film 
Rights 
@ Larin American Fim Dts- 


TRIBUTORS Co., New York, has re- 
cently acquired world-wide 16mm 
rights to several outstanding Mex- 
ican feature productions. Inter- 
ested groups can obtain full 
information by writing company 
offices at 43 West 55th St., New 
York 19. 


TYPE TITLES 


... Duilt up to a STANDARD 
not down to a PRICE 
THE KNIGHT STUDIO 


Type Titles for Motion Picture 
and Slidefilm Producers 


341 E. OHIO STREET - CHICAGO 11, ILL 
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250 Projectors to L.A. Schools 


¢ A planeload of sound motion 
picture projection equipment val- 
ued at $100,000 was flown from 
Davenport, lowa to Los Angeles 
recently to be used as visual aids 
in the Los Angeles school system's 
new classroom learning program. 

More than 250 projectors, all 
manufactured by Victor Animato- 
graph Corporation of Davenport, 
were in the shipment. 


FREE LITERATURE 


@ An illustrated catalogue de- 
scribing more than 300 films dis- 
tributed by Unrrep WorLp FiLMs, 
Inc., on behalf of Universal-Inter- 
national and the J. Arthur Rank 
Organization, has just come off 
the press. Copies will be sent free 
on request to those indicating 
their film interest — educational, 
entertainment, or religious — and 
whether they are interested in 
purchase, rental or both, Address: 


United World Films, Inc., 445 
Park Avenue, New York 22. 
@ A new catalogue of 16mm 


sound motion pictures has just 
been released by the Princeton 
Film Center, Princeton, N. J. 
Attractively bound in white 
plastic, the new book includes 
titles and descriptions of the 
many sponsored or free pictures 
made available by the Center, 
as well as listings of hundreds 
of entertainment and education- 
al subjects offered from its rental 
library. 


While it is indicated by the 
publishers that the catalogue 
has a retail value of $1.50, it 


may be obtained free of charge 
by mentioning Business SCREEN 
and addressing your request to 
the Princeton Film Center, 
Princeton, N. J., attention of 
R. O. Jones, Sales Director, 

@ A revised edition of the cata- 
logue “Motion Pictures and Slide 
Films for School Use,” listing a 
number of new science and safety 
films, is now available on request 
from the Westinghouse Electric 
Corporation, 

The films described in the cata- 
logue are distributed on free loan 
(the borrower pays transportation 
costs) and cover a wide range of 
subjects for high school classes. 
Guidance material as to the best 
use of each film is included in the 
booklet. 

Interested groups and individ- 
uals may obtain copies by writing 
School Service Department, West- 
inghouse Electric Corporation, 
306 Fourth Avenue, Box 1017 
Pittsburgh 30, Pennsylvania. 
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MODERN 
Sales Aid! 


Write for 
Illustrated 
folder giving 
complete 
details. 
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The New DUAL SPEED 


MOVIE-MITE 


Projector for both Silent and 
_ Sound 16mm Films 


Portable . . weighs only 272 pounds, complete. 
Single case contains everything needed for com- 
plete show — projector, table top screen, speaker, 
cords, take-up reel, and has extra space for lamps 
and incidentals. 


Ideal for smaller group showings. Larger, standard 
screen may be used for larger audiences of 80-100 
people. Shows perfect picture 6 ft. wide in dark- 
ened room. 


Movie-Mite is made of best quality die-cast and 
precision machined parts. Simplicity is the out- 
standing feature. In threading, only one moving 
part need be operated. Show can be on the screen 
in 3 minutes. 

Reel capacity 2000 ft. Fast power rewind .. . ad- 
justable tilt . .. quickly adjusted framing device... 
utilizes a single, inexpensive standard projection 
lamp for both picture and sound projection . . . no 
separate exciter lamp necessary. Durable plywood 
case, leatherette covered. 

Universal, 25-60 cycle — A.C. or D.C., 105-120 volt 
operation. Convenient dual speed control switch. 


See your Industrial Film 


Producer for Demonstration. 
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both the 


LIDE VIEWERS, 

S hand held and the table 
models, have the usual advantages 
of visual aids, including the dem- 
onstration of products a salesman 
can't carry around with him, plus 
the advantage of being very port- 
able, particularly the hand held 
models. 

But they have the disadvantage, 
as compared with slide and film- 
strip projectors, of not affording 
a good view to more than one 
person at a time. So, they are 
most adaptable to the sales ap- 
proach to single customers. 

Slide viewers are being used to 
very good effect by a number of 
companies. Hand-held models, 
especially the stereoscopic viewers, 
are great attention getters and 
are very useful for salesmen who 
make many calls and need to get 
quick attention from busy pros- 
pects. 

A particularly arresting slide is 
thrust in front of the prospect. 
Few men, or women (but let the 
material be carefully picked) can 
resist looking, and continuing to 
look at succeeding slides which 
contain the sales story. 

In many cases salesmen have 
found that carrying the viewer in 
their hand as they go in to call on 
a prospect arouses immediate in- 
terest and a desire look, not 
only on the part of one person 
but on the part of all those in the 
office—a very valuable sales-stimu- 
lator for a product which is usable 
by everyone who gets the sales 
message. 

There is much development 
work to be done on the use of 
slide viewers in sales work, by 
sales managers in recognizing 
their value in many sales situa- 
tions, and by salesmen in discov- 
ering how to use the viewers most 
effectively. 

But their use for many addi- 
tional products is worth investi- 
gating, for they can-and are being 
used most successfully in many 
instances, as supplementary sales 
material, and to lighten the sales- 
man’s physical burden of products 
to be shown. 

Below is a first list of some of 

the slide viewers now on the 
market, for sales and advertising 
managers, and agency men inter- 
ested in these, the simplest of 
visual aids. 
A. Stereoscopic (third dimen- 
sional) viewers. (These, of course, 
need special double views taken 
expressly for them) : 

1. Rapex Buinocutar Scope, 
aluminum, Radex Stereo Co. For 
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Slide Viewers: Good Tools for Salesmen 


* PRACTICAL AND EFFECTIVE FOR PERSONAL SELLING ® 


viewing standard 2x2 slides 
taken with the aid of the Radex 
Stereo-Parallel, or any other stereo- 
scopic method. 

2. SAWYER VIEWMASTER, plastic, 
Sawyer’s, Inc. For special 16mm 
stereo views in a round cardboard 
holder prepared by Sawyer’s, con- 
taining 7 stereo pictures or 14 
transparencies. 

Tru Vue, plastic, 
by Tru Vue Company, 
land, Ill. 

B. Hand-held, single frame view- 
ers: 

1. “[WINLENZ, 


Produced 
Rock Is- 


Crafts- 
men’s Guild. The only one here 


plastic, 


listed giving two-eye viewing of 


the single frame, 


said to give the 


illusion of stereoscopic effect. 
Kimac, plastic, Kimac Co, 

5. CHROMAT-O-SCOPE 

Chromat-O-Scope Co. 
t. Da Brite, 

Co. 

5. 5 IN 1 Vuer, plastic, Gennert 

er 


wooden, 


plastic, Mostow 


. Da-SCOPE 
W illoughby. 

WEsco, wooden, 
Camera Supply Co. 
C. Table models. These supply 
their own illumination. 

Apr Monet 200, plastic, Pre- 
cision Products Corp, Has auxil- 
iary batteries for use where cur- 
rent is not available. 

2. Kimac, metal, Kimac Co. 


, plastic, collapsible, 


Western 





_ "production of sound motion picture films... for industry or 2 
iad ordin studio, editing, animation, and laboratory facilities... ¥ oa | 


® Sound Stage of 8,000 Sq. Feet 
® Recording Studio with Seven Channels 


® Lab Capacity of 112,000 16 mm. feet per day 
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Especially equipped 
to make... 


Large quantities of prints! 


Color Prints with Optical Effects! 


Superior 16mm. duplicates with or without optical effects... black 
7 and white or full color. Write for further information. 
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3. Bausch & Loms, plastic, 
Bausch & Lomb Optical Co. 

4. FopEco Pocket VIEWER, col- 
lapsible, Technical Devices Corp. 


5. Espy, metal, Scientific De- 
velopment Corp. 
Bee Bre FiLM AND SLIDE 


Viewer, metal, Q-O-S Corp. 

Novex, Combination Projec- 
tor and Viewer, plastic and metal, 
Utility Supply Co. More expen- 
sive (over $55), but projects pic- 
ture, enlarged 5 times, on ground 
glass built-in screen. 

8. CopELAND SupPER VIEWER, 
wood and plastic, Barnet Optical 
Laboratories. About $75, said to 
give 3 dimensional illusion, takes 
34% by 4 inch slides as well as 
35mm. 





BUILDING M ATERIAL FILM 


Sponsor: Glen Gery Brick & Shale 
Company; Film: One Hun- 
dred to One Million—Quick; 
Producer: News Reel Labora- 
tory, Philadelphia. 

* One Hundred To One Million 
— Quick was sponsored by the 
Glen Gery Brick & Shale Com- 
pany for the purpose of educating 
audiences to the advantages and 
benefits of using brick and shale 
products in home and industrial 
construction. It provides a survey 
of manufacturing processes and 
shows how the many varieties of 
brick are obtained and _ used. 
Many examples showing the 
adaptability of brick in archi- 
tectural design make the film 
valuable for architectural and en- 
gineering schools and to groups 
interested in home building and 
design. 

Technical Notes: One Hundred 

To One Million—Quick is a 16mm 

color sound film with narrative 

voice and musical background 
used throughout. 37 minutes run- 
ning time. 

Distribution: By Glen Gery Brick 

& Shale Company, Reading, Pa., 

to colleges, architectural and en- 

gineering schools, and to groups 
interested in home building and 
design. 

7 * * 

Fruit Company’s Film Showings 

@ A banana plantation in Central 

America now has a Bell & Howell 

“Filmosound” projector for the 

education and entertainment of 

employees. Standard Fruit Com- 
pany, New Orleans, presented the 
16mm sound-on-film projector to 
the superintendent of the planta- 
tion, and has ordered two more 

Filmosounds for installation on 

its two new steamships engaging 

in Central American trade. 
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FOOD CANNING INDUSTRY 








Seeman Stnnanee Valley Can- 
ning Co. Film: From Good 
Earth to Good Tables, Pro- 


ducer: Raphael G. Wolff Stu- 

dios. 

* Problem: to show the part that 
scientific research and quality con- 
trol plays in the production of 
two well known brands of canned 
vegetables, Green Giant Peas and 
Niblets Corn. 

Solution: The Fred Waring Cho- 
rus singing the “Fe Fi Fo Fum” 
theme song of the Green Giant 
brand, and a mood-written poetic 
opening narration tell, with the 
accompanying pastoral scenes of 
fertile fields and luxuriant crops, 
the story of America’s beauty and 
abundance. 

But more than the natural 
abundance of the fields is neces- 
sary to assure the setting of good 
tables throughout the land. This 
is the story that is told in the 
film, the of scientific crop 
development and food preserva- 
tion, 


story 
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For |6mm. Film — 400 to 2000 Reels 


Protect your films 
Ship in FIBERBILT CASES 


Sold at leading dealers 


Only 
Fiberbilt 
bear 
TRADE 
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The Minnesota Valley Canning 
Co. has developed over the years 
its own special varieties of peas 
and corn, which it rigidly controls 
by seed selection and supervision 
of farming conditions. Nothing 
that can be controlled is left to 
chance. Tests determine the ten- 
derness of the peas, for example, 
to select exactly the right time 
for picking. When the moment 
arrives, speed is paramount and 
the whole canning operation is 
carried through efficiently and ac- 
cording to an exact schedule of 
operations, 

The film is interesting as a 
study of mass production as ap- 
plied to food products. The scope 
of the research, planning and 
operation of a major industrial 
food canning company illustrates 
how uniform high quality is 
achieved. 

The history of the development 
of the special varieties of peas 
and corn and their respective 
canning operations are taken up 
in turn. A brief review at the 
end of the film sums up the fac- 
tors in the production of the 
brands that assure quality. 
Technical Notes: This 20 minute 
film is colorful throughout. Good 
animation portrays the steps in 
the canning operation, and is also 
used to personify the Green Giant 
trade mark. 

Distribution: Exact plans have 
not been announced. It will be 
shown to dealer groups, and farm 
and general audiences will be 
included in the distribution pro- 
gram. Comparatively heavy brand 
name promotion may restrict its 
educational use to some extent. 


* * * 


Visual Center at New York City 
College Expands Business Field 


@ Expansion of the services of the 
New York City College Audio- 
Visual Center to include business 
organizations, labor unions, and 
community groups was announced 
this month by Dr. Louts S$. Goop- 
MAN, supervisor of the center. 

Dr. Goodman explained that 
because of the large number of 
requests from such organizations 
for projection service as well as 
films, the center has decided to 
make the necessary equipment 
available to them. He pointed 
out, however, that the new service 
is limited to New York City 
groups only. Further details may 
be obtained by writing Dr. Good- 
man at the College’s School of 
Business, 17 Lexington Avenue, 
NYC, or by telephoning the cen- 
ter at GRamercy 5-7140. 
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~x Va Manufacturers of sound slidefilm units know ths 
- necessity of having a completely reliable projector 
in their equipment . . . a projector proved by time 
and built to meet the most exacting projection 
2 requirements. That’s why leading sound slidefilm 
unit manufacturers use S.V.E. projectors exclu- 

> sively. S.V.E. projectors have been America’s 
preferred projectors for 28 years . . . incorporate 

gs many exclusive features that assure maximum 
picture brilliancy, and easy, dependable operation. 


: Whatever your projector needs, as part of sound 
equipment or for showing silent double- or single- 
frame filmstrips and 2” x 2” slides . . . be sure you 
get an S.V.E. Consult your dealer or write direct 


for full information. Address Dept. 1235H. 






a 
S.V.E. 
projectors are used 
in the Magnavox, 
Operadio, and 
other sound 


slidefilm units. 
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_ CONVINCING TESTIMONY 
TO S.V.E. SUPERIORITY 
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Men Who Make Pictures 











































































chief instructor of cinematogra- 
phy at the New York Institute 
of Photography, and subsequently 
served for eight years as the In- 
stitute’s dean, 

During the war he served three 
years as Assistant Officer-in-Charge 
Naval Training School 
devoted to advanced 16mm and 
35mm motion picture combat and 
newsreel photography. 
EASTERN NOTES pie aes 
@ Joun Lewis, recently with En- 
cyclopaedia Britannica Films, Inc., 


Ropert Westey (left) president 
of Atlas Film Corporation, Oak 
Park, Iil., congratulates Bert 
Bates, studio executive, on his of the 
25th year of service in the film 
company. 


@ MANNON PrRopucrions has an 
has announced the formation of 


CINEMATH ‘TECHNICAL ANIMA- 
rion Stupio, located at 244 West 
19th Street, New York. 
Cinemath will offer: l—a new 
type of illumination which is said 


nounced the appointment of J. S. 
HEAVILIN, former editor of Para 
mount News, as general manager. 
H. A, STECKMAN, former executive 
in several large advertising agen 
cies, has also joined Mannon. 

F.. H. Herrick has been disas 
sociated with Mannon for several 
months. 


to increase the range of light con 


* * * 


@ Rospert M, CAmpee tt, former- 
ly of Willard Pictures, has been 
appointed Director of Television 
for SPRINGER Pictures, INC. 


* * * 


@ THOMAS ORCHARD and LoTHAR 
Wo trF have signed long-term con 
tracts as associate producers with 
Louis pE ROCHEMONT ASSOCIATES. 
Inc., New York. Both Wolff and 
Orchard, veterans of the March 
of Time staff and until very re 
cently associate producers with 
that organization, will supervise 
the series of 86 two-reelers unde 
the general title Your World and 
Mine, which Roche 
mont is producing under con 
tract for United World Films. 
Inc. These films are being pro 
duced exclusively for classroom 
use, 


Louis de 


@ Frep ToMuin, president olf 
TOMLIN Fitm Propucers, New 
York, has announced the appoint. 
ment of Kart A, BARLEBEN, for 
merly director of advertising and 
sales promotion for DeMor- 
nay-Budd, Inc., to the post of 
associate producer with his organ- 
ization, The new executive will 
assist in the production of a 
series of promotional and educa- 
tional films now scheduled. 
Barleben has a background of 
more than twenty-five years of 
active participation in all phases 
of motion picture work. In ad- 
dition to having written many 
books and magazine articles, lec- 
tured and produced radio pro- 
gram series on the subject, he was 
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trast to many times more -than 
that ordinarily obtained; and 2— 
a new mathematical method of 
pan and zoom control designed 
to achieve exceptional smooth- 
ness of motion. 
* * * 

@ Nep L. Recvein, formerly pro- 
duction manager for “TEACHING 
Fitms, Inc., has joined JoHN W1- 
LEY AND Sons, INc., to develop the 
latter firm’s recently inaugurated 
visual aids program, As visual 
aids director, he will co-ordinate 
activities in this field with other 
phases of Wiley’s educational pub- 
lishing. 

Reglein is currently conducting 
a number of surveys to determine 
the specific areas in which there is 
the greatest need for new visual 


"lola 44h) te) ltianlel i: 


Producers for nearly a quarter of a century of 
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materials. It is expected that the 
Wiley Company will soon an- 
nounce its entry into visual aids 
production, 
* + ” 

@ James L. Bixsy, director of vis- 
ual education for Southern States 
Cooperative, Va., has been named 
to the national board of consult- 
ants of the FARM FILM Founpba- 
TION, Washington, D. C., the 
Cooperative announced today. 

Farm Film Foundation, whose 
Board comprises representatives 
of leading farm 
and national magazine publishers, 
sponsors the production and dis- 
tribution of motion pictures rela- 
tive to agricultural activities. 
CHARLES DANA BENNETT is execu- 
tive director of the Foundation. 

Bixby, previously a newspaper- 
man in Indianapolis, Chicago and 
Detroit, joined Southern States, 
a farm cooperative operating in a 
six-state area, in June, 1946, as 
assistant director of Publications. 
Last July, he was placed in charge 
of the Cooperative’s photographic 
activities, including production 
of still, slide and sound motion 
pictures. The Cooperative’s Visu- 
al Education program is a division 
of Information-Publications Serv- 
ice, directed by William M, Cor- 
win. 


organizations 


Bixby also serves on the com- 
mittee on cooperative films of the 
National Council of Farmer Co- 
operatives, Washington, and will 
be one of the speakers at the coun- 
cil’s convention in Chicago in 
January. 

* * * 

Samuel Beall, formerly editor 
of “Report from Cincinnati Mill- 
ing,” has joined the staff of Films 
for Industry, Inc., New York, Mr. 
Beall will write and supervise 
motion production from a new 
branch office lccated in the En- 
quirer Building, Cincinnati, Ohio, 

* * * 
@ Merriman H. Hovtz, president 
of ScREEN ApDETTES and SCREEN 
ApDDETTE EQUIPMENT CORPORA- 
rion, has returned to the west 
coast after an extended trip to 
Chicago and New York. 
7 * * 

@ A 72 frame color slidefilm on 
quick-frozen orange juice was pro- 
duced recently for the Dammerel- 
Allison Co., Los Angeles, by GENE 
LESTER Propuctrions, Hollywood. 
The film is to show to dairies and 
other retail outlets who might 
handle the product, It shows the 
quick freeze process, and how it 
makes possible the retention of 
the vitamins that are lost in any 
other method of preservation. 
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* MIDWESTERN SCENE « 


Ray-Bell Films Opens a New 
Laboratory and Art Building 
@ Reip H. Ray FILM INbustTRIEs, 
St. Paul, Minn., has recently 
moved new $60,000 air- 
conditioned film laboratory and 
art department. These new ad- 
ditions add 7,000 square feet of 
floor space to make this motion 
picture production unit one of 
the most complete in the country. 
Space formerly occupied by these 
two departments has been re- 
modeled for the expanding 
Service Department of the Film 
Advertising Division and the 
Sales and Accounting departments, 

The new Laboratory is equip- 
ped with two automatic develop- 


into a 


FREE-A FILM DIVIDEND 


A FREE DIVIDEND IS IN YOUR LIBRARY 
Your film represents a large investment 
that you MUST protect. Like a valuable 
tool, it needs periodic MAINTENANCE 
and MODERNIZATION. As changes in 
product and policy occur, corresponding 
changes in your firm should be made to 
enable it to maintain the highest sales or 
instructional efficiency. 

A GREATER UTILITY for your film invest 
ment may be had by having several ver- 
sions of the same film, each directed to 
different fields. 

All these things constitute a NECESSARY 
PROTECTION for your investment—your 


film. 





DYNASTY OFFERS 
MODERNIZATION SERVICE 
Your films can be “rejuvenated” by: 
ADDIIONAL FOOTAGE 
To introduce new approaches 
To replace obsolete scenes 
NEW NARRATION 
To freshen and add sparkle 
To emphasize certain points 
NEW MUSIC AND SOUND EFFECTS 
To build emotional reaction 
To more effectively tie various sequences 
together 
RE-EDITING 
To smooth rough spots 
To blend all factors into one dynamic 
and purposeful film 
This is a 
can ‘revitalize 


feature which 
your film library, and act 
as investment insurance. YOUR FILM 
INVESTMENT MUST BE PROTECTED. 

HERE IS YOUR FILM DIVIDEND 
THE DYNASTY FILM CLINIC can take 
several OBSOLETE films, and, with new 
narration, sound effects, and music, pro 
duce a SPARKLING NEW SUBJECT. 
The cost to you—ALMOST NOTHING— 
Truly a film dividend. 
THE CLINIC is designed to doctor films 
that may be slightly OBSOLETE, ROUGH 
IN SPOTS, or generally in NEED OF 
REVISION. 
THE CLINIC is staffed with the finest 
technicians in the business, with back 
grounds of many years and hundreds of 
films that have made Hollywood's films 
the world's finest. 

FREE 

A COMPLETE DIAGNOSIS of your film 
at NO COST TO YOU. SEND YOUR 
FILMS AND INQUIRIES TO 


DYNASTY FILMS 


5625 Sunset Blvd. 
Hollywood, California 


modernization 
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ing machines; one new $20,000 
Fonda machine handles either 
35mm or 16mm negative or posi- 
tive film and a 35mm Reeves de- | 
veloping machine. It is planned 
to adopt the Fonda machine for 
color film processing in the near 
future, The daily output of the | 
lab has been more than doubled | 
with the new equipment. 


Four cutting rooms, two print. | 
ing rooms, two film vaults, a gen- | 
erator room, a chemical storage | 
room, a screening room and a film 
drying room are also part of the 
new laboratory addition. “wo 
new printers have been installed 
to handle an increased demand 
for 16mm color prints. 

I'he north addition to the pres- 
ent studio houses the expanded 
Art and Animation Department. | 
This new addition is an air-con- 
ditioned room 60 by 25 with huge 
windows in the north wall. An 
adjoining room contains the files 
and supplies needed for the busy 
art department. Also located in 
the new quarters are the. title 
cameras and the complicated ani- | 
mation equipment, This addition 
furnishes ideal conditions for the 
company’s sixteen artists and ani- 
mators, Expansion in other de- 
partments of the firm has also been | 
accomplished in the past year. A} 
new Il6mm Mitchell camera has | 
just been added to the firm’s al- | 
ready extensive 16 and 35mm| 
photographic equipment. 





@ Cat Dunn, cartoonist and art | 
director, has announced the open- | 
ing of his new art studios at 104 
South Michigan Avenue, Chicago. | 
He has resigned his post as art | 
director for Sarra, Inc., where he | 
headed all art activities for film | 
production since 1944. 
With his cartoons appearing | 
regularly in leading national mag- | 
azines, Dunn has won recognition 
as a versatile artist, and special- 
izes in slidefilms, motion pictures | 
and advertising art. With the| 
opening of the new studios, his 
services will be available to film | 
producers on a free lance basis. 
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Good Sound 
Is Not Enough 


A Sound Slide-Film Machine must have something besides 
good sound quality — yes, a lot of things. 

It must have a good projector. 

The projector must be located in an accessible position. 

In small size machines with built-in speakers the sound must 
be evenly distributed. 

There must be carrying space for a considerable number of 
records, protected against warping, breaking, and dirt. 

There must be a built-in screen, with adequate shadow-box, 
so that programs can be run for small groups in semi- 
lighted rooms. 

There must be a tone control, to raise and lower the pitch. 

There must be a safety switch to protect the lamp. 

The case must be completely enclosed, to protect the mecha- 
nism from weather and dirt. 

The amplifier must be AC-DC, even in AC machines, to pro- 
tect against instant damage from plugging into DC. 

Film cans must be locked shut while the machine is in transit. 

Projector must be held in rigid position while in transit. 

Needle cup must be locked shut so needles can not spill out 
and damage motor, speaker, and other parts. 

It must have a power line of ample length. 

And so on, through some forty points, all of which are neces- 
sary to make a successful Sound Slide-Film Machine. 


The Picturephone 


is engineered with the greatest degree of thoroughness ever 
applied to Sound Slide-Film Equipment. Everything has 
been thought of. 

The sound quality is superior, but we did not stop there. In 
the Picturephone we give the user every advantage, every 
convenience, every economy. Superior since 1937. Eight 
models. 

Be sure to get in touch with us before buying Sound Slide- 
Film Equipment. 


0. J. McClure Talking Pictures 


1115%2 WEST WASHINGTON BOULEVARD 


CHICAGO 7, ILLINOIS 
Telephone CANal 4914 
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ie. NEW PRODUCTS 





THE BUYER’S GUIDE TO THE LATEST IN AUDIO-VISUAL EQUIPMENT 





ITH 1948 around the cor- 

V V ner, U, S. audio and vis- 
ual equipment manufacturers 
looked ahead to an interesting 
year of marketing: estimated ca- 
pacity of existing firms in 16mm 
motion picture field for 1948 is 
200,000 units. Prewar U. S. total 
less than 50,000. 

Micro Engineering Corporation 
Brings Out Additions to Line 

@ The Micro-Engineering Corpo- 
ration, Beverly Hills, California, 
has recently announced additions 
to its line of professional 16 and 
35mm equipment. 

Well known to many studios, 
producers and laboratories are the 
Micro Synchronizer and the Mi- 
cro Splicer. Other precision 
equipment now being manufac- 
tured includes the Micro-: View- 
er, Reader, Inspector, Polisher and 
Cleaner, The Micro-Engineering 
equipment is built specifically for 
professional use, carefully de- 
signed and machined for accurate 
and dependable results. 

The Micro-Synchronizer, for ex- 
ample, permits synchronization of 
any number and combination of 
16 and 35mm films. Interchange- 
able rollers provide flexibility in 
assembly, with a gear box syn- 
chronizing units combining 16 
and 35mm sprockets. Other fea- 
tures of the Synchronizer in- 
clude the Veeder-Root Set-Back 
Counter, “pop-up” idler rollers, 
and the forty-tooth precision- 
hobbed sprockets. Micro equip- 
ment is finished in a combination 
of aluminum, black wrinkle and 
anodize, which makes a handsome 
professional appearance. 

Folders describing the equip- 
ment are available from the Mi- 
cro-Engineering Corp., 118 S. 
Beverly Drive, Beverly Hills, Calif. 


The Micro Reader, product of the 
Micro Engineering Corporation. 

















Portable Sound Recording Unit 
@ C. R. SKINNER MANUFACTUR- 
ING Co., San Francisco, has de- 
portable recording 
wagon designed so that the Skin- 
ner Sound-On-Film Recorder may 
be operated directly back of the 
camera on a motion picture set. 

The wagon is wired with several 


veloped a 


convenient electrical outlets so 
that equipment may be plugged 
in, and is set on large casters for 
greater mobility. Using the 


wagon, one man is able to do 
both recording and mixing —a 
distinct advantage in industrial 
and foreign setups where sound- 
men are at a premium. 








New Victor ANIMATOGRAPH CORPORATION PLANT in Davenport, Iowa, 
as visualized by architect. Construction is planned to begin in 1948 


on site already selected. 


Sonomaster, Portable Dual-Speed Record Player Announced 


@ The ‘“Sonomaster”, a com- 
pletely new dual-speed record 
player designed for the institu- 
tional market, has just been 
announced by Vicror ANIMATO- 
GRAPH CORPORATION, Davenport, 
Iowa. The Sonomaster is being 
manufactured by the Sandwick- 
Bowen Corporation and will be 
marketed exclusively by the 
world-wide distributor and deal- 
er organization of the Victor 
Corporation, a division of Curtis- 
Wright. 

The new instrument which is 
housed in a handsome, leather- 
bound carrying case was previewed 
recently at distributor meetings in 
San Francisco, New York, and 
Davenport, and Victor representa- 
tives gave its life-like tone and 
overall quality an enthusiastic 
endorsement. 

The Sonomaster is a complete- 
ly self-contained instrument with 
its own powerful amplifier and 
speaker, and thus serves as an 
eficient public address system 
as well. as record player. Power 
output is 14 watts and the am- 
plifer, which is a _ four-stage 
six-tube unit including rectifier, 
has separate channels for micro- 
phone and phonograph. 

An exceptional advantage of 
the new machine is its adapta- 
bility to the pick up and amplifi- 
cation of the FM _ educational 
programs which are being broad- 
cast by a rapidly growing list of 


radio stations. A special FM 
Tuner is being offered as an 
optional accessory for this pur- 
pose. 

Sonomaster has a high degree 
of portability weighing but 40 
pounds; outside dimensions of 
the case are 2242” long, 1642” 
wide, and 11” high, 

Canadian Buyers Are Offered 

a New Magnetic Tape Recorder 
@ Of interest to Canadian busi- 
ness buyers of audio-visual equip- 
ment is the announcement of the 
new “Benovoice,” a magnetic tape 
recorder and playback, made by 
Uta ELectrronics (Canada) Lim- 
ited, Longueuil, Quebec, and 
distributed exclusively in the Do- 
minion and Newfoundland by 
BENOGRAPH, a division of Asso- 
CIATED SCREEN News LIMITED, 
with home offices in Montreal. 

Finished in durable maroon 
leatherette, the light weight of 


BENOGRAPH OFFICIALS (Stuart 


Tait, center) show the new Ben- 
ovowe magnetic recorder. 











The Filmo Specialist Camera 


the “Benovoice’’ (33 lbs.) assures 
complete portability. 

Servicing of the ‘“Benovoice” 
will be undertaken by Benograph 
service stations located at Monc- 
ton, Montreal, Toronto, Winni- 
peg, and Vancouver, and at nu- 
merous sub-stations, 


“Filmo Specialist” New Semi- 
Professional Movie Camera 

@ From Bett & Howe t Lincoln- 
wood laboratories comes the an- 
nouncement of the “Filmo Spe- 
cialist,” new B&H camera designed 
for 16mm _ photographers operat- 
ing either professionally or at a 
technical level in advance of the 
average amateur home producer. 

The “Specialist,” says B&H, 
embodies a host of cinematic fea- 
tures including a new four-lens 
turret on which lenses are widely 
spaced to eliminate optical inter- 
ference. Lens equipment on the 
turret includes l-inch £/1.9 Lu- 
max, 17mm f/2.7 Ansix, 2-inch 
£/3.5 Telate, and 3-inch £/4 Te- 
late, all Filmocoted lenses. 

Other features of the B&H 
“Specialist’”’ include: shift-over fo- 
cusing, permitting rapid and ac- 
curate focus through the lens 
while it is in photographing posi- 
tion; a parallax error adjustment; 
positive viewfinders mounted on 
a rotating turret; a light-baffled 
shutter to prevent light-leaks from 
fogging the first frame; and 400- 
foot film capacity, 

The new camera is driven elec- 
trically, by spring motor or hand 
crank as the operator chooses. 
Also the purchaser has a choice 
of four electric motors, including 
a synckronous, sound-speed drive. 


B & H Continuous Printer Unit 
@ A self-contained, high-inten- 
sity, incandescent lamp attach- 
ment for B&H continuous film 
printers has been designed and 
released by Bett & HoweELt, 
Chicago. The 300 watt projec- 
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tion type lamp 
filaments provides 
for printing any 


with biplane 
ample light 
type of black- 


and-white, fine grain, or color 
film. It is currently available 
for all BkKH model “D” 35mm, 


and model “|” 16mm continuous 
contact printers. 

For further information con- 
cerning the printing lamp assem- 


bly, write to Bell & Howell 
Company, 7100 McCormick 
Road, C hicago $5, Ill. 


Precision Film Laboratories Now 
Offers Film Edge Numbering 

@ PRECISION FILM LABORATORIES, 
Inc., 21 West 46th Street, New 
York, now offers a new edge num- 
bering service for 16mm originals, 
work prints, and sound tracks. 

Edge, or “code’’ numbers are 
printed in light colored ink be- 
tween perforations of the film, 
and occur at regular intervals, 
forty frames apart, throughout the 
length of the film. Though small, 
the numbers are clearly legible, 
and may be exactly duplicated 
on original, corresponding work 
print, and sound tracks, 

The edge numbering system af- 
fords much greater ease in editing 
as corresponding portions of 
matching film or track may be 
readily located. In addition sound 
track synchronism may be checked 
at any portion of the film. Edge 
numbering is a mechanical proc- 
ess which not affect subse- 
quent duplication or projection 
in any way. Further technical de- 
tails will be furnished by Precision 
upon request. 


does 


Electronic Projector Company 
Delivering New Projectors 

@ Initial deliveries of automatic 
sound  slidefilm projectors, de- 
signed to aid sales, training, and 
educational programs, were an- 
nounced by ELECTRONIC PROJEC- 


Two Companies Report 


@ The Chicago Police Depart- 
ment has reported the follow- 
ing Victor Animatograph 16mm 


Model 55 Lite-Weight 
tors stolen from 


Projec- 
a motor freight 


carrier in the Chicago area: 
253956, 255002, 255012, 255013, 
255017, 255019, 255021, 255024, 
255043, 255044, 255045, 255046, 
255047, 255048, 255049, 255050, 
255058, 255064, 255066, 255067, 
255069, 255085, 255087, 255165. 

Any information concerning 
the above projectors should be 


reported to the Chicago Police 
Department or to the Victor 
Animatograph Corporation, Dav- 
enport, lowa. 
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roR COMPANY, special merchan- 


disers of the equipment. 


According to JAMrEs O. Cor 
and WALTER AURELL, principals 
of Electronic Projector, the or- 


ganization bases its coverage on 
the fact that industry welcomes 
new products which help move 
merchandise at the point of sale. 
The fact that the unit can 
be used in training personnel 
should ease industrial 

Electronic is 


same 


budgets. 
temporarily _ lo- 
cated at 341 West 28th St, New 
York City, while awaiting per- 
manent headquarters. 


RCA Victor Announces New 
Portable Wire Recorders 

@ A _ new lightweight, portable 
wire recorder featuring a simple 
“plug in” loading cartridge which 
completely eliminates the compli- 
cated handling of wire has been 
announced by RCA Vicror. 

In addition to the 
loading procedure, the 
designed wire recorder features 
only three simple controls and 
provision for immediate playback 
and automatic erasure —all of 
which permit professional type 
recording, regardless of the skill 
of the user. 


simplified 
radically 


The new product comes com- 
pactly housed in a streamlined 
black and silver plastic cabinet 
with a disappearing carrying 
handle, and operates 
ordinary light socket. 

Because of its simplified opera- 
tional features—it can 
used by 


from any 


easily be 
trainees and other non- 
technical personnel—the new RCA 
Victor recorder is expected to be 
especially useful in the education- 
al field, for both use 
and for self-instruction. Detailed 
information may be secured from 
the RCA Victor Radio 
Corporation of America, Camden, 
New Jersey. 


classroom 


Division, 


Projector and Film Losses! 


1947 


@ Post Pictures Corporation, 
115 West 45th St., New York 19, 
is offering a reward $50 each 
for the recovery of 16mm _ prints 
of two films—Fiesta (in techni- 
and Cinderella Swings It 
—which were stolen on July 18, 
1947. 

An individual going under the 
name of J. F. Mahoney sup- 
posedly rented the films in ques- 
tion from the Photo Shop, 37 
East Lancaster Ave., Ardmore, 
Pennsylvania, but the prints were 
not returned, All efforts to locate 
Mr. Mahoney have failed and the 
matter has been reported to the 
local police, 
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GSC PRESS THE BUTTON 
SLIDES CHANGE LIKE MAGIC 


C. AUTOMATIC SLIDE PROJECTOR 


. .. is electrically operated by remote control push 


button slide changer! Handles 75 ready mount or 35 


glass slides . . . then automatically files them (after 


showing) in proper sequence, ready for re-showing. 


The only projector with shutter that automatically 


closes while slides are changing. 


* Pre-projection warming 
chamber to prevent buckling 
and out-of-focus images. 


¢ Sharp bright projection with 
300 watt lamp. 





* Patented slide changing 
mechanism operates by gravity 
without injury to slides. 


* Equipped with 5 inch coated 


lens. 


¢ Friction-drive micro focusing 


device. 


and extra lenses. 


Special screen for 
salesmen designed for 
projection across desk 
con be included at 
slight extra 





charge. 


Sturdy carrying case, beautifully finished 
in tan and brown leatherette, has com- 
partments for 4 slide holders, electric cord 
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Jam Handy Names Tyler 
to Orientation School 
@ A. W. Ty er has returned 
to the JAM HANby ORGANI- 
ZATION, Detroit, after service 
as a Navy Commander in the 
Training Division of the 
Bureau of Aeronautics, 
While in naval service, Tyler 
worked on visual aids for the 
pilot training program, He 
has recently been given 
charge of the Jam Handy 
postwar Reorientation Con- 

tract Training School. 








Al Kelley Joins Ramsey Firm 

as Motion Picture Director 

@ Appointment of AL KELLEY as 
director of motion pictures was 
announced this month by ArTHUR 
B. Ramsey, president, RAMSEY 
PicrurE CorporRATION, Dallas, 
Texas. 

Kelley has directed more than 
100 educational and commer- 
cial films for such companies as 
General Motors, Swift, Singer 
Sewing Machine, Metropolitan 
Life, Dupont, Ford, Procter & 
Gamble, etc. His long and rich 
experience in the motion picture 
field has also included association 
with theatrical producers includ- 
ing Columbia, M-G-M, Universal- 
International, and 20th-Century 
Fox. . 


Speier Joins Film Guild 
@ Film Guild of America, Inc., 
Chicago, announces the appoint- 
ment of Roy M. Speier to serve 
as its district sales representative 
for greater St. Louis and sur- 
rounding areas. Mr. Speier has 
been a resident of St. Louis for 
the past 30 years and is the for- 
mer owner and operator of Roy's 
Photo Laboratory in that city, He 
has also served as an officer of the 
St. Louis Photo Dealer's Club. 
Film Guild is the exclusive mid- 
west distributor of Official Films 
and Soundies pictures, Prints in- 
cluded in these two lines are 
stocked in Film Guild's Chicago 
headquarters and are sold direct 
to camera shops, camera depart- 
ments of large retail organizations, 
and dealers in photographic 
equipment and supplies. 


Elliot. to Strickland Films 

@ Ropertr F. Exuior, formerly 
head of the Audio-Visual Exten- 
sion Service, University of Geor- 
gia, has resigned his academic 
duties to accept a position with 
the STRICKLAND Fitm Company, 
Atlanta, 
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LEONARD M, GIBBs R. 


Pirt-TAYLOR 
-on Administrative Detail —Production Operations 


ARNOLD E, HAGUE 
in charge of newsreels 


Associated Screen News Announces Three Production Staff Appointments 


@ Appointments of three assist- 
ants to the production manager 
of AssOCIATED SCREEN NEws L1p., 
Montreal, were announced this 
month by B. E. Norrisn, president 
and managing director. 
Commercial, studio, and news- 
reel production activities are 
under the direction of J. W. 
CAMPBELL, production manager. 
R. (Putt) Pirr-TAyLor, a veteran 


of twenty-three years with ASN, 
has been appointed assistant in 
charge of production operations. 
ARNOLD E, HacGur, twenty one 
years with the company, has been 
appointed assistant in charge of 
the newsreel division. LEONARD 
M. Gisss, also a veteran of twenty- 
one years with ASN, has been 
appointed assistant in charge of 
administrative details, 





Simple Answers to 


$64 Questions 


WHAT IS FILM REJUVENATION? 


A It is the removal of scratches and abrasions from nega- 
tive and positive film, and restoration of the original 


photographic quality. 


IS THIS A NEW PROCESS? 


A_ No. For over 15 years major film companies have utilized 


our service. 


DO YOU TREAT 16MM FILM? 


A Yes. We treat 16mm and 35mm. Black and white or 
color. Negatives as well as positives. 


DO MANY COMPANIES HAVE THEIR FILM 


REJUVENATED? 


A Over 600 accounts who value the pictures they own and 
realize the value of proper presentation, send their films 


to our laboratory. 


IS THE PROCESS AN EXPENSIVE ONE? 


A Indeed not. Your film represents you. Your representa- 
tive should make a good appearance not only on the first 
call, but on every call. 


IF YOU HAVE A $64 FILM QUESTION WRITE JOE HENRY 


COMPREHENSIVE 
SERVICE CORPORATION 


245 West 55th Street 


New York 19, N. Y. 





Glenn Miller Heads Production 
at Jerry Fairbanks Studios 
@ GLENN Micter has joined 
Jerry FAIRBANKS STUDIOS, Los 
Angeles, as production manager, 
filling the vacancy created by the 
sudden death of Dick Diamond. 
Miller served as a captain with 
the Signal Corps during the war 
and was in charge of the photo- 
graphic center at Astoria, He 
was employed at RKO for more 
than 13 years before service. 
Shoots Location Sequences for 
New Continental Oil Picture 
@ Guy THAYER of ROLAND REED 
PRODUCTIONS recently took a 
camera crew to Denver to shoot 
location sequences for a new 
CONTINENTAL O1L-sponsored film 
tentatively titled America on the 
Move. Activities of Conoco’s Den- 
ver Touraid Bureau were filmed, 
showing how the Bureau handles 
individual requests for route 
maps. Additional scenes will be 
filmed in the Reed studios, 
This is the third in a current 
series of Reed-produced films 
sponsored by Continental Oil as 
part of a dealer training program. 
All are designed to sell Conoco 
“milage merchants” on the use of 
company-developed — merchandis- 
ing methods and sales aids. 


Kulka In From Latin-America 
@ Robert Kulka has just returned 
from a trip covering the whole of 
Latin America on behalf of his 
principals, Victor Animatograph 
Corporation and Encyclopaedia 
Britannica Films, Inc, During his 
trip he was received by President 
Peron of Argentina, President 
Gonzalez Videles of Chile, and 
also President Bustamente of Pe- 
ru, who has appointed Kulka 
visual education consultant in the 
United States to the Peruvian 
Government. 

Name Pearl Rosser as Council’s 
Visual Education Director 

@ Peart Rosser, director of radio 
education for the INTERNATIONAL 
CouNCIL OF RELIGIOUS EDUCATION, 
has also been named director of 
audio-visual education for the 
Council, according to Roy G. 
Ross, general secretary. Miss Ros- 
ser will be responsible for the 
International Council's visual pro- 
gram initiated ten years ago with 
the appointment of a special com- 
mittee. The department was set 
up in 1941, 

Acting visual education direc- 
tor since last March, Miss Rosser 
directed the Fourth International 
Workshop in Audio-Visual Edu- 
cation, held at Green Lake, Wis- 
consin, during September. 
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ON TRACTOR MAINTENANCE 


Sponsor: Standard of California. Film: Good THIS BEAUTIFUL 


Going for Tractors. Producer: Gene K. 


Walker Productions. CA R i Se ET 
* As the major supplier of tractor fuels and 


lubricants in the eight western states, Stand- 
ard of California long has been aware that 
many tractor owners do not obtain consistent- 
ly top performance from their equipment. 
This is particularly true of individual farmers 
and small industrial users, whose maintenance 
is on a non-professional basis. Good Going 
for Tractors is designed to aid such owners in 
maintaining their tractors at peak efficiency. 

Differing from other films which have ex- 
plained the diesel principle, as such, or which 
have limited themselves to certain features of 
use or operation, Good Going for Tractors 
gives a broad and comprehensive coverage of 
the major causes of poor tractor performance. 
It does not limit itself to failures caused by 
fuels and lubricants, but discusses other fac- 
tors as well. 

In a good-humored, easily understandable 
manner, the picture covers such major points 
as: storage, transportation and handling of 
fuels, with hints on modern small-scale instal- 
lations; selection of lubricants for specific pur- 
poses; abuses of the cooling system; impor- 


B 0 W aA ry £ | L aA 5 tance and proper care of the air cleaner; 
proper lubrication of the final drive assembly, 











‘a nealen & nel maa @:) and of track roller bearings. 
The plot is simple and straightforward, and 
360 N. MICHIGAN AVE. CHICAGO I ari i 
s revolves around the efforts of a Standard Fuel Walnut Finish ...35” Wide 28” 
and Lubricants Engineer to bail out a rancher |. Deep and 72” High. Equipped 





who has bought a second-hand diesel tractor, 


with a new KLEARCITE SCREEN 
which he considers a “lemon.” 


To illustrate & 


PRECISION the explanations of the engineer, extensive Two Mirrors Ball-bearing 
use is made of technical animation, which casters, easily moved. It is de- 
accounts for about one-quarter of the length : . 

, bat : signed to fit almost any projec- 
of the film. Through the intercutting of this t Cabinet Ge 
animation with live action, a clear under- pase thes — — 
standing is given of what actually happens excellent condition. 


inside a diesel engine and to its various work- 
COLOR — B&W ¢ 16mm-35mm ing parts, $ 5 O 
BLOW-UPS e REDUCTIONS Technical Notes: Two reels, full color, 16mm. 








Written, directed and produced by Gene K. 
Walker. Master cells for animation prepared 


F.0.B. CHICAGO 


Freight Leading Platform 
® 35mm Ansco Color Release Prints from by producer’s San Francisco staff, and exe- Crating $10.00 extra 
16mm Kodachrome cuted by Graphic Films, of Hollywood. Un- While they last, could not 
Reduction release prints in Color usually high fidelity sound has been obtained bctenie ee ial See hee 
— . by initial recording on magnetic tape (Magne- rating eg teal 
®@ Kodachrome Printing Masters, complete with than $250.00, in quantity. 
special effects and corrections track System) . = 








Distribution: Good Going for Tractors will 


Separation negatives for any color process oe . , 
° ° ¥ = be shown principally to agricultural and in- 


Blow-up work prints for efficient editing 





dustrial groups. A booklet, recapitulating the TRAN S LU F F NT Ay 
© Complete Optical Printing Service, backed by | information in the film, will be distributed Tete 0m 
years of Major Studio experience to each member of such audiences, to be 
®@ Slides copied on 16mm or 35mm Color retained as a reference manual. Picture book- REENS 
© Special Printer for shrunken negative ings will be through sponsor’s own projection 


crews. The film will also be available for 
schools and other interested audiences. 
* o > 


° Yale and Towne’s Business Theatre R E A R P R 0 J E C T 0 N 
Filmetfects of Hollywood | * Yale & Towne Manufacturing Company's ee bowen: <= " ae 


Material Handling Machinery Division has pi. 
1153 N. Highland Ave., Hollywood 38, Calif. recently opened a new office at 205 East 43rd 


Equipped with the Academy-Award-winning | Street, New York, containing a motion pic- 
ACME-DUNN 35-16 Optical Printer 


High-resolving blow-up and reduction 
negatives 





owler 


| ture screening room for presenting films dem- Cmte CHICAGO. ILLINOIS 
| onstrating modern material handling methods, : 


150 S. Wabash Ave. 
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KENNETH EDWARDS 


Ken Edwards Appointed Film 
Adviser by Eastman Kodak 

@ Appointment ol KENNETH 
Epwarps to the newly-created post 
of adviser on non-theatrical films 
this month 
COMPANY, 


was announced early 
by EASTMAN KODAK 
Rochester, 

In his new position Edwards 
will head the company’s recent’ 
inaugurated film counseling ser\ 
and tel 


ice to non-theatrical 


vision users of motion pictures 


He will consult with educational! 


organizations and other groups 


maintaining or planning to set 
up motion picture departments, 
and will counsel commercial and 
semi-professional producers seek 


His 
will keep him in touch with such 


ing technical advice, work 
progressive groups in the field as 
the Film Council of America, the 
National Educational 

A 


the Educational Film Library 4s 


Association 


sociation, and the Association fo 


Adult 


Pr ior to his 


Education. 
present ay port 
ment Edwards managed Eastman 


Kodak's Films Di 


vision which he organized in 1943 


Informational 


to produce motion pictures for the 


company’s own use, From 1929 
until that date he served as pro 
duction manager of Eastman 
Teaching Films. 
Epwarp  B. 


Edwards as 


HAL succeeds 


manager of the In 


formational Films Division 


Ansco Names A. L. Van Der Kai 
as District Sales Manager 

@ ArtHuR L. VAN Der Kar has 
been appointed district manager 
of ANsco’s (N.Y.) 
PRIFS 


Binghamton 
Sales District by CarL W. 
ING, Ansco general sales manage) 

Associated with Ansco since 
February, 1946, Van Der Kar had 
previously worked 
Binghamton 


out of the 
office as technical 
adviser and sales representative. 
transferred to 
when the Ansco Branch office was 


re-established in that city, 


He was Boston 
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Westrex Corporation Names 

Warn as Chief of Engineering 

@ R. E. Warn, formerly managing 
the Western Electric 
(Australia) Pty, Ltd., 
has been named chief of engineer- 
ing of the Westrex Corporation, 


direc tor ol 
Company 


announcement 


York 


according tO an 


made in New early this 
month 

Mr. Warn joined Western Elec- 
tric in Chicago in 1924 and has 
since served the company and its 
subsidiaries in New York, Kansas 
City, Washington, New Zealand, 
and Australia. He begins his new 
duties January I, 1948. 
W.S. 


mercial 


lower, Jr., formerly com- 
manager of Westrex, suc- 
ceeds Warn as Western Electric's 


managing director in Australia. 
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RICHARD M. PRATT, JR. 
Southern District Manager 


Two New District Managers 
Appointed by Bell & Howell 

@ The appointment of two new 
District Managers to represent the 
Bett & Howett Company 
been announced, 

Perry M. Tuomas will be the 
Mid-Western District Manager, 
while RicHarp H. Prart, JR. will 
represent Bell & Howell in the 
southern states, 


has 


After his graduation from 
Princeton University in 1937, Mr. 
Pratt joined the advertising de- 
partment of and _ subse- 
quently served as sales represent- 
ative for a manufacturer of photo 
equiprrent. During the war he 
was a Captain in the parachute 
aitillery. Mr, Thomas, as a Lieu- 
tenant-Colonel in the An 
chief of the Photographic 
Engineering Section for the atom- 
ic bomb tests at Bikini. 


Ansco, 


Forces, 
was 


David M. Goldsmith Returns 
to Personnel Staff at B&H 

@ Davip M. 
turned to 


GOLDSMITH has re- 
the Bett & Howe. 
Company, Chicago, as assistant to 
the director of personnel, after 
five and one-half years of service 
in the Army Air Forces. He has 
just returned from Japan, where 
he served zs Civilian 

Officer for the Far East 
terial Command. 


Personnel 
Air Ma- 


In his new position Goldsmith 
will be in charge of Bell & Howell 
employee training, recreation, 
testing, service, and safety, 


Sam Rose to New York City 

@ SAMUEL G. Rose, president of 
the Vicror ANIMATOGRAPH Cor- 
PORATION, is on an Eastern busi- 
ness jaunt, 
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AmMpRO INCREASES CAPACITY For Projectors with this newly acquired 
additional factory building on Chicago’s near Northside. Plant will 
increase production of 16mm sound projectors. 


John K. West Appointed RCA 
Public Relations Vice-President 
@ Election of Joun K. West as 
vice-president in charge of public 
relations for the RCA _ Vicror 
Division was announced late last 
month by the Division’s executive 
vice-president, FRANK. M. FoLsom, 
following a meeting of the board 
of directors. 

A member of the RCA Victor 
staff for the past seventeen years, 
West has served the company as 
district manager in Philadelphia 
New York, Pittsburg, Cleveland, 
and San Francisco. Prior to his 
recent promotion, he was director 
of Public Relations for the Victor 
Division. In this capacity he was 
largely responsible for the crea- 
tion and development of the RCA 
Exhibition Hall in Radio City, 


POSITION WANTED 
Production 
Cameranian) 
with motion 


and 
association 
producer, 
advertising agency or industrial 
firm. Color experts, have pro- 
duced 16mm commercial and edu- 
cational films, wide experience in 
35mm_ theatrical 


unit (Director 
desire 
picture 


release shorts. 
Write to Box 105 
BUSINESS SCREEN 
812 N. Dearborn St. 
Chicago 10, Illinois 


New York, of which he is man- 
ager. Mr. West also initiated the 
company’s Sunday radio program 
featuring Metropolitan Opera stat 
Robert Merrill, and supervises 
this activity on the NBC network. 


Reports on Export Development 
@ O. C. JOHNsoN, assistant chief 
of engineering of the WeEsTREXx 
CorPoRATION, foreign motion pic- 
ture equipment subsidiary of Wes- 
rERN Execrric Co., has returned 
to New York after a four-month 
tour of Latin America during 
which he visited theatres and 
Western Electric offices in Mexico, 
Panama, Peru, Colombia, Vene- 
zuela, Chile, Argentina, Brazil, 
Trinidad, Puerto Rico, and Cuba. 

The journey was made to bring 
Western Electric engineers up-to- 
date on new techniques developed 
by the industry and new testing 
equipment designed by Westrex. 

Johnson reports the technical 
personnel of the Latin American 
industry keenly interested in these 
advances and learn 
everything possible concerning 
new developments. Most 
neers, he observed, have made a 
point of acquiring at least a read- 
ing knowledge of the English 
language in order to understand 
technical bulletins and discussions 
presented in the trade press of 
the United States. 
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AN EXCITING NEW CONCEPT IN PRODUCTION AND DISTRI- 


BUTION OF 16MM COMMERCIAL AND EDUCATIONAL FILMS 


MUNTZ 
MAKES 
MOVIES 


MUNTZ-SHORE PRODUCTIONS: 6425 HOLLYWOOD BLVD 
HOLLYWOOD 28 
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RADIANT PICTURES 


RADIANT - 


Pr0 wection 


LAMPS 


RADIANT LAMP CORPORATIO 





PROJECTION + EXCITER 
SPOTLIGHT + FLOODLIGHT 
MOTION PICTURE PRODUCTION 


300 Jelliff Ave., 
Newark 8,N.J. 








The Audio-Visual | 
Projectionist’s Handbook | 


Here is the graphic, illustrated color guide to good show 
manship and correct operation of all types of audio and 
visual equipment. Now being widely used throughout 
industrial, school and church field. Best operator train- 
ing manual now available. | 


Price One Dollar, Postpaid 


AUDIO-VISUAL PUBLICATION HEADQUARTERS 


812 N. DEARBORN STREET, CHICAGO (10) 














A SERVICE FEATURE FOR BUSINESS SCREEN READERS 











An Index of Sponsored Films 


*% In response to a great many 
requests, we are presenting this 
month an index of all case his- 
tories, film features, and articles 


Parade, or other sections of the 
magazine. Only those films of 
more than routine interest, and 
described in some detail, are here 


on individual company film pro- 
grams which have appeared in 
Business Screen during the past 


year of publication. 


Because of space limitations, no 
attempt has been made to list the 
many other films which were 
briefly mentioned in the Picture 


Sponsor 

AETNA CASUALTY 
ALUMINUM Co. 
AMERICAN BANKER’S ASSN. 
CANCER Soc. 
Gas ASSN. 
HoME PrRopucts 
AMERICAN HOTEL ASSN. 
AMERICAN INST, LAUNDERING 
AMERICAN-NATIONAL BASEBALL 
AMERICAN TELEPHONE Co. 
AMERICAN TELEPHONE Co. 
AMERICAN TELEPHONE Co. 
AMERICAN TELEPHONE Co. 
AMERICAN TELEPHONE Co. 
AMERICAN TELEPHONE Co. 
AMERICAN VISCOSE 
ARABIAN Amer. O11 Co. 
ARMSTRONG MACHINE WorRKS 
Asso. MERCHANDISING CorP. 
ASSO. MERCHANDISING Corp. 
ATHLETIC INST. 
ATLAS SupPpLy Co. 
AUTOMATIC ‘TRANSPORTATION 
AUTOMATIC ‘TRANSPORTATION 
AUTOMOBILE MrFr’s ASSN. 
BACHE & Co. 
BirumMinous CoA. Inst. 
Borpen Co. 
Branp NAMES RESEARCH FOUND. 
Capitac Div, GM 
CauiF. & HAWAIIAN SUGAR 

FINING Corp., Lip. 
Cauir. Prune & Apricor Assn. 
CALVERT DISTILLERS 
CaRBoLoy Co. 
CarciLL, INc. 
CARGOCAIRE ENG. 
Carpet Inst. 
CATERPILLAR 
CATERPILLAR 
CeLotrex Co. 
CHALLENGE CREAM ASSN. 
CHESAPEAKE & OHIO 
Cries Service Co. ‘ 
Cunc Peacn Apv. Boarp 


AMERICAN 
AMERICAN 
AMERICAN 


Corp. 


Tractor Co. 
Tractor Co. 


CoMMUNITY CHESTS 
CONSOLIDATED EDISON 
CONTINENTAL O11 Co. 
Curtis Pusiisninc Co. 
DaILey MILLS 

Daitey MILLs 


DayTon Ruspper Co. 

Joun Deere Co. 

Denver, Rio Granve R.R. 
Derrotr AUTOMOTIVE Prop. 
DicTAPHONE Corp. 

Dow CuHemicat Co. 
Dupont 

Dupont 

Economics LABORATORY 


RE- 


indexed, 


SCREEN, which 


Subject 
Live and Let Live 
Article 
Bill Bailey 
Pillars 
The Traitor Within 
Winning Seals of Approval 
The White Guard 
Personnel Training Series 
Article 
Article 
Article 
Mr Bell 
An Orchid For Peggy 
Party Lines 
Rehearsal 
The Station Installer 
Science Spins A Yarn 
Desert Venture 
Trapping for Profit 
It's Up To You 
More Power To You 
Playtown—USA 
Article 
Pay Loads Pay 
Skylift Newsreel 
New Automobiles 
Article 
Magic Of Coal 
Life With Elsie 
Marks of Merit 
In Our Stride 
Kopa’A, Hawaiian 
Sugar Cane 
A Fortune in Two Old Trunks 
Clear To The Top 
Everyday Miracles 
Pillars of Plenty 
Cargocaire for Cargo Comfort 
Adventure in Style 
Article 
Highways Ahead 
Solid Comfort 
The Challenge 
Article 
Help Yourself 
Everyone . . Likes Calif. 


and the Four 


of 


Word For 


Peaches 
Everyone Benefits . . Gives 
Electricity Serves New York 
Mr N*Tane Shows The Way 
Magazine Magic 
It’s In The Bag 
What Every Chick Should 
Know 
Rubber Unlimited 
Windjammer 
Article 
Pulling For Profits 
Hello Business 
Treasure From The Sea 
Harnessing The Rainbow 
The Modern Pied Piper 
Dishwashing Dividends 


ELectricaL Workers Union (CIO) /t's Your Life Brother 


Empire State Bipec. 


50 


This Is New York 


lists 


Issue 


Sep-Nov 47 


Sep 46 


Mar < 
Dec ‘ 
Sep 
Sep 
Mar 
Nov 
Sep ‘ 
Nov 
Mar 
Dec 
Jun ¢ 
Dec 
Jun 
Jun 
Dec 4 
Sep « 
Sep ‘ 
Sep 46 
Dec 
May 
May 
Jun 
Feb 
Dec ‘ 
Mar 
Feb 
Sep < 
Jun 


Dec 4 
Dec ‘ 
May 


Sep-Nov 46 


Nov 4 
Aug ‘ 
Aug ‘ 
Sep 
Mar « 
Mar 
Nov ¢ 
Feb ¢ 
May 


Nov < 
Sep 
Mar < 
Sep « 
Dec 
Nov 


Feb 
Feb 
Nov 
Dec 46 
Aug 
Nov 
Dec 
May 47 
Aug 47 
Sep 46 
Aug 47 
Sep 47 


This index will appear in the 
future at six month intervals. 

Readers are also referred to the 
INDEX OF TRAINING FILMs, pre- 
pared by the Editors of Business 
more 
2,000 existing industrial films. 


than 


Vol. No. 
VIlII—6-7 
VII-—6 


VIlI—2 

VII—8 
VIII—6 
VIII—6 
VIII—2 
VIlI—7 
VIlI—6 

VII—7 
VIII—2 
VIlI—8 
VIlI—4 
VIII—8 
VIlII—4 
VIlI—4 
VIlI—8 
VIII—6 
VIII—6 

VII—6 

VII—8 
VIlI—3 
VILI—3 
VIII—4 
VIlI—1 

VII—8 
VIII—2 
VIlI—1 

VII—6 
VIlI—4 


VIII—8 
VIII—8 
VIlI—3 
VII—6-7 
VII—7 
VIII—5 
VILI—5 
VIlI—6 
VIlI—2 
VIII—2 
VIN—7 
VIlI—1 
VIII—3 


VIII—7 
VIII—6 
VIII—2 
VILI—6 

VII—8 
VIII—7 


VIlI—1 
Vill—1 
VIl—7 
VII—8 
VIII—5 
VIl—7 
ViII—8 
VIII—3 
VIII—5 
VIlI—6 
VILI—5 
VILI—6 


Ernyt Corp. 

Etuyt Corp. 

EverLAst METAL Prop. Corp. 
Jerry Farrsanks, INc. 

FARM JOURNAL 

FIRESTONE 

FIRESTONE 

Foop MACHINERY Corp. 
Forp Motor Co. 

Forp Moror Co. 

SAM FRIEDLANDER, INC. 
FRIGIDAIRE Div., GM 
FRUEHAUF TRAILER Co. 
GENERAL 
GENERAL 
GENERAL 
GENERAL 
GENERAL 
GENERAL 
GENERAL 
GENERAL 
GENERAL 
GENERAL 
GENERAL Motors 
GENERAL Morors 
GLEN Gery Brick Co. 


Evectric Co. 
E.ectrric Co. 
Evectric Co, 
Evectric Co, 
MILLS 

MILLs 

MILLs 

MILLs 

MILLS 
Motors 


GoopyEAR TirE & RUBBER 
Greater Nat. Capito. Com. 
Gruen Watcu Co. 

HALL Bros. HATCHERIES 
HAMMERMILL PAPER Co. 
HAMILTON Watcu Co. 
Harris-SEYBOLD 


HAWAIIAN SUGAR PLANTERS Assoc. 


Hetms ATHLETIC FOUND. 
Hucues Brusu Co. 
Intinois CENTRAL RR. 
ILtinots CENTRAL RR. 
Intinots Toot Works 
ILLUSTRAVOX 

INDIANA LIMESTONE INsT. 
INTERNATIONAL HARVESTER 
INTERNATIONAL HARVESTER 
SisteR KENNY FOUNDATION 
KENWOOD MILLs 
LAPOINTE MACHINE TOOL 
Le Tourneau Co. 
Lincotn ELectric Co. 


Co. 


LincoLN ELectric Co. 

Los ANGELES DONs 

Los ANGELES Soap Co. 

Los ANGELES TRANSIT LINES 
LoyaAL Orper OF Moose 
Luray CAVERNS Corp 
MACGREGOR GOLDSMITH 
Macy’s—New YorK 
MARSHALL FIELD 
MARSHALL FIELD 
MASSEY -HARRIS 


Co. 


THom Mc An 
MEEHANITE METAL Corp. 


MIEHLE PRINTING Press Co. 


MINNESOTA VALLEY CANNING Co. 


MINNEAPOLIS MOLINE POWER 
Mrrror MrFr’s Assn. 
Mission WINE Corp. 
Missournt Paciric RR. 
MONTGOMERY WARD 
NATIONAL ASSN. MERS. 

Nat. CasH Recister Co. 
NATL. CONFECTIONERS ASSN. 
NATIONAL DISTILLERS Corp. 
NATIONAL FARMER'S UNION 
Nat. Fep. AMER. SHIPPING 
Nat. Fire UNDERWRITERS 
NaT. Founp. INF. PARAL. 
Nat. Founp. INF. PARAL. 
NATIONAL METAL CONGRESS 
NAT. TUBERCULOSIS ASSN. 
New Haven RR. 

New York CentTrat RR. 
New York Dairy News 


Magic In Agriculture 

Pattern For Progress 

Entertaining Is Fun 

An Old Chinese Proverb 

Singing Wires 

Crucible of Speed 

The New Champion 

This World of Color 

Men of Gloucester 

Pueblo Boy 

Fantasy In Fashion 

Timed For Action 

Faith In The Future 

Article 

Arc Welding At Work 

Clean Waters 

Ingredient X 

Additions to the Family 

Basketball Up To Date 

Football Up To Date 

It’s A Pleasure 

Operation 46 

Behind The Wheel 

Doctor In Industry 

The Open Door 

One Hundred To One Million 
—Quick 

Article 

Invitation To The Nation 

Guardians of Precision 

Chicken Hatching 

The Gift of Ts’ai Lun—Paper 

Story of Your Job, etc. 

How To Make A Good 
Impression 

Hawaii, Paradise Plus 

Achieve With Honor 

Brush Up On Beauty 

Article 

Article 

Save With Sems 

The Illustrated Voice 

The Nation’s Building Stone 

Monarchs of the Forest 

Article 

So They May Walk 

Here Comes The Bride 

Surface Broaching 

Article 

Design For Arc Welded 
Structures 

The Magic Wand 

Major League Football 

Farewell To Blue Monday 

It’s A Big Job 

The Child City 

Luray Caverns 

Working For Fun 

This Is Macy’s 

By Jupiter 

Sleeping Comfort 

A Romance of Two 
Hemispheres 

The Danger Line 

Meehanite Means Better 
Castings 

Look to the Years Ahead 

Good Earth to Good Tables 

Men With A Mission 

It's Done With Mirrors 

From Grapes To Glass 

Article 

Article 

Article 

Dept. Store Cash Register Proc. 

Candy and Nutrition 

News From Mt. Vernon 

Article 

America Sails The Seas 

Crimes of Carelessness 

Accent On Use 

In Daily Battle 

Article 

This Is TB 

Let’s Go Skiing 

Article 

Spotlight On Middle Millions 


Feb 47 
Nov 47 
Sep 47 
Feb 47 
Aug 47 
Mar 47 
Mar 47 
Dec 
Mar 
May 
May 4 
Aug 4 
Dec 
May 
Dec 
Sep 
May 
Feb 
Nov 
Nov 46 
Feb 
Dec 46 
Aug 
Nov 46 
Sep 46 


Dec 4 
Nov 47 
Dec 46 
Aug 47 
Feb 47 
Sep 47 
Dec 47 V 


Dec 46 
Dec 47 
Feb 47 
Dec 47 
Dec 46 
Sep 47 
Dec 47 
Dec 46 
Sep 47 
Dec 47 
Nov 47 
Dec 47 
Feb 47 
Nov 47 
May 47 


Nov 46 
Sep 46 
May 47 
Aug 47 
Aug 47 
Nov 
Jun 
Aug 
May 
Feb 
Nov 


Jun 
Feb « 


Aug 
Nov 
Dec 
Nov 
Sep 
May 
Aug 
Aug 
Sep 
Nov < 
Jun 
Nov 
Nov < 
Feb 
Jun 
Nov 
Dec 
Nov 
Sep 46 
Sep 
Sep 46 
Sep 46 


Vill—1 
VIll—7 
Vull—6 
Vill—1 
VilI—5 
VIII—2 
VilI—2 

VII—8 
VIlI—2 
VIlI—3 
VIII—3 


7 VILI—5 


VII—8 
VIII—3 
VIII-—8 
VILI—6 
VIlI—3 
VIlI—1 

VII—7 

VIl—7 
VIlI—1 

VII-—8 

VII—5 

VII—7 

VII—6 


VIII—8 
VIII—7 
VII—8 
VIlI—5 
Vili—1 
VIII—6 
iI—8 


VII-—8 
VIII—8 
VilI—1 
VIlI—8 

VII—8 
VIlI—6 
VIlI—8 

Vil—8 
VIlI—6 
VIII—8 
VIlI—7 
VIII—8 
VIlI—1 
VIll—7 
VIII-—3 


VII—7 
VII—6 
VItI—3 
VIII—5 
VITI—5 
VII—7 
VIII—4 
VII—5 
VIlI—3 
VilI—1 
VIII—7 


7 Vill—4 


VIlI—1 


7 VIlI—5 


Vill—7 
VIII—8 
Viul—7 
VIII—6 
VIII—3 
VILI—5 
VIlI—5 
VIlI—6 
VIII—7 
VIlI—4 
Vill—7 
VIII—7 
VilI—1 
VilI—4 
VilI—7 
VIII—8 
VIII—7 
VII—6 
VII—6 
VII—6 
ViII—6 
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NY State Dept. COMMERCE Article Aug 47 VIII—5 ° 








Norce Div. BorG WARNER Article Aug 46 VII—5 
MERLE NORMAN COSMETICS Your Face Is Your Fortune Feb 47 VIII—1 
NortH AMERICAN PHILLIPS Norelco Diffraction Appartus Feb 47 VIII—1 
OpeRADIO Merc. Co. Slidefilm Dec 47 VIII-—8 
OweENs-CorRNING FIBERGLAS Watts In Glass Sep 47 VIII—6 
OwENs-ILLINOIS Now For Tomorrow Nov 46 VII—7 
PAASCHE AIRBRUSH Co. The Service Angle Sep 47 VIII—6 
PAN AMERICAN Wor_p Airways Feature Article Aug 46 VII—5 
PAN AMERICAN WoRLD AIRWAYS Wings Over Ireland Dec 46 VII—8 
PARKER PEN Co. Article Nov 47 VIII—7 
PAYNE FurRNAcE Co. Sell "Em Right Series Sep 47 VIII—6 
PENN Mutua Lire Ins. Co. Article Nov 47 VIII—7 
PENN Mutua Lire Ins. Co. 100 Years of Security Mar-May 47 VIII—2-3 
PENNSYLVANIA RR. Clear Track Ahead Dec 46 VII—8 
Peprst Cota Co. Pepsi, The Pepsi Cola Cop Dec 47 VIII—8 
PERMO, INC. Points of Distinction Feb 47 VIII—1 
PHILA. TEXTILE FINISHERS Flamefoil Canvas Protection Aug 46 VII—5 
PoLaroiw Corp. Light Control Through 
Polarization Aug 46 VII—5 
PRIEBE & Sons, INC. Article Mar 47 VIII—2 
Procrer & GAMBLE Scrub Game Nov 46 VII—7 
PRocTER & GAMBLE Under These Stars Aug 47 VIII—5 
Rapio Corp. OF AMERICA Article Nov 47 VIII—7 
Rapio Mrr’s ASSN. Let’s Get Personal Nov 47 VIII—7 
RESEARCH INST. AMERICA Crossroads For America Nov 47 VIII—7 
REVERE Copper & BRAss Magnesium For Lightness & 
Strength Mar 47 VIII—2 SSS 
REYNOLDS METAL Co. Pigs and Progress Sep 47 VIII—6 = = 
Rust-OLEuM Co. The Battle Against Rust Feb 47 VIII—1 SS SS 
SANTA Fe RR. Article Dec 46 VII-—8 = Se 
SHAEFFER PEN Co. The 26 Old Characters Mar 47 VIII—2 <3 
SHELL Om Co. Article Sep 47 VIII—6 
SHELL O1 Co. Prospecting For Petroleum Dec 46 VII-—8 . a =. OCs. 8.8 -F 8.8 
SHERWIN-WILLIAMS Doomsday For Pests Nov 46 VII—7 
SHERWIN-WILLIAMS Goodbye Weeds Nov 46 VII-—7 
SIMMONS Co. A New Way To Better Sleep Dec 46 VII—8 1600 BROADWAY 
SINCLAIR REFINING Co. Article Sep 47 VIII—6 


Socony Vacuum Om Co. Article Sep 46 VII—6 eee NEW YORK 19 - CIRCLE 5-6121 


Socony Vacuum O1 Co. A Good Neighbor Sep 47 VIII—6 

















SPAULDING BAKERIES Food Of The World Dec 47 VIII—8 
STANDARD Or Co. (CALIF) San Francisco, Queen of the " ° 
West So ntti, Nike ca EE ee, PEN wy LS a ae 
STANDARD O1t Co. (NJ) Article Nov 46 VII-—7 
STANDARD O1w Co. (NJ) Article Mar 47 VIII—2 
STANDARD Oi Co. (NJ) Economics—A Graphic 
Outline May 47 VIII—3 
STANDARD O1w Co. (NJ) Employee’s Thrift Plan Jun 47 VIII—4 
F. J. Stokes MACHINE Co. Robots At Work Dec 46 VII—8 
SuN Om Co. Merchant On Main Street Aug 47 VIII—5 
Superior Coacu Co. Priceless Cargo Dec 46 VII-—8 
SupERIoR Coacu Co. Priceless Cargo Jun 47 VIII—4 
Swirt & Co. Article Sep 47 VIII—6 
TAYLOR-WHARTON IRON & StEEL 3000 Lbs. Per Square Inch Dec 47 VIII—8 
TENNESSEE COAL, IRON & RR. Co. Soil & The South Dec 47 VIII—8 
THe Texas Co. The Chicken of Tomorrow Nov 47 VIII—7 
THe Texas Co. It’s News Because It’s New Nov 47 VIII—7 
Tue Texas Co. Just A Farmer Feb 47 VIII—1 
Tue Texas Co. Wanna Bet? Dec 46 VII-—8 
Tue Texas Co. Where’re You Goin’, Mister? Dec 46 VII—-8 
‘TWENTIETH CENTURY FROCKS Miss Hollywood, Jr. Feb 47 VIII—1 
TWENTIETH CENTURY FUND Round Trip Sep 47 VIII—6 
UNDERWOOD Corp. The Duties of a Secretary May 47 VIII—3 
UNITED AIRLINES Articie Sep 47 VIII—6 
UNITED AIRLINES Reservations Please Dec 46 VII—8 
UNITED ELEcTRICAL Work. Deadline For Action Dec 46 VII-—8 
US Bureau OF MINEs The Story of Nickel Feb 47 VIII—1 
US Derr. OF AGRICULTURE Article Nov 47 VIII—7 
US Derr. Or CoMMERCE Mr. Stuart Answers The 
Questions Nov 47 VIII—7 
US Rusper Co. Finding People For Products Feb 47 VIII—1 
US Ruspser Co. Golden Jubilee Aug 46 VII—5 | 
US Russer Co. Two Way Street Aug 47 VIII—5 
US Time Corp. Time Telling Through The 
Ages Nov 46 VII—7 
VETERANS OF FOREIGN WARS Joe’s Kid May 47 VIII—3 a . 
D.N. & E. Watters Co. Patterns For Gracious Living Dec 46 VII—3$ NEW YORK 
WARNER PATTERSON Co. Double Take Sep 47 VIII—6 
WARNER & Swasey Co. Chips Sep 47 VIII—6 
WESTERN ELECTRIC A iialle For Mrs. Smith fan 47 VIII—5 CHICAGO 
WESTERN ELECTRIC Precision Measurements Sep 47 VIII—6 
WESTINGHOUSE ELECTRIC Radio Frequency Heating 
Series Jun 47 VIlI—4 HOLLYWOOD 
WEYERHAUSER TIMBER Co. Green Harvest Feb 47 VIII—1 
Rost. C. WIANT ENTERPRISES Car Hop Sep 47 VIII—6 
Wine INSTITUTE Daily Double May 47 VIII-3 | 
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$.0.S. SPECIALS of the Month 


Two Wall 35mm. Studio Cameras 
FOX MOVIETONE RECORDING MODELS 








Here's a Complete Unit — 
Ready to Go — '/2 PRICE 
WALL STUDIO CAMERA with B & H silenced shuttle; 
7 lenses; Mitchell type viewfinder; sunshade; & matt- 
box; 12V motor; Akeley Gyro tripod; new Modulite 
galvanometer; amplifiers; mike; batteries, cables & 
trunks, entirely rebuilt.. ni ..$5,475 
Here's Another Combination 
Outfit For Even Less Money 
WALL STUDIO CAMERA with B & H silenced shuttle; 
5 lenses; direct focusing tube; 2 magazines; 12V mo- 
tor; B & H inverted viewfinder; B & H geared tripod; 
quartz slit; recording glowlamp & cases, all rebuilt. 
$2,990 
EVERYTHING FOR STUDIO & LABORATORY — Lights, 
Mikes, Booms, Dollies, Lenses, Background Process, Moviolos, 


etc. Send for Bulletin Sturelab showing thousands of good 
buys. 


§.0.$. CINEMA SUPPLY CORP. 


Dept. BS, 449 West 42nd St., New York 18 











TED NEMETH STUDIOS 


729 SeventH AVENUE 
NEW YORK. N. Y 


Producers of 
MOTION PICTURES - SLIDEFILMS 











Professidnal Cine Lens 


and Eyemo Cameras 
Bargains in Professional Cine Lens and Cameras 
Samples of our extensive stock. 400 foot Eyemo 
magazine $54.50; Special Model “K" Eyemo Com- 
plete with 2 inch F:3.5 Ektar Lenses, $375.00; 1” 
F:2.3 Kinar Wide Angle in focusing mount for 
Eyemo “C'’ Camera, $99.50; 2” F:3.5 Kodak Ektor 
in focusing mount for Eyemo “C", $55.00; 3” F:1.8 
Astro Pan Tacher in focusing mount for Eyemo"C", 
$279.50; 3” F:2 Taylor-Hobson Cooke in focusing 
mount for Mitchell, $189.50. Hundreds of other 
lenses of all types, speeds, mokes and focal 
lengths. Sold on 15 day trial basis — complete 
satisfaction assured. 

Write our lens expert T. Jones. 

We will buy your surplus lenses for cash. 


BURKE & JAMES, INC. 


Photo Supplies Since 1897 
321 S. Wabash Ave., Chicago 4, Ill. 











FOR HUMANITY’S CAUSE 





Sponsor: United Jewish Appeal. Film: The 

Will To Live. Producer: RKO Pathe, Inc. 
*% Described as the “largest voluntary relief 
campaign in the nation’s history,” United 
Jewish Appeal seeks $170,000,000 this year to 
continue the vital job of rehabilitating and re- 
settling Europe's surviving million and a half 
Jews. 

Under the chairmanship of Henry Morgen- 
thau, Jr., the UJA combines the activities of 
the Joint Distribution Committee (food and 
clothing, emigration aid, and reconstruction 
aid for those Jews rebuilding their lives in 
their present lands), United Palestine Appeal 
(food, clothing, shelter for Jewish immigrants 
in Palestine) and United Service For New 
Americans (reception, temporary shelter and 
relief for refugees finding a haven in the 
United States) . 

One important too! in UJA’s drive is the 

motion picture The Will To Live, recently 
produced by RKO Pathe. 
Synopsis: The Will To Live is the most com- 
prehensive film made to date on the position 
since the end of the war of Europe's Jews, de- 
picting the flight of the Jews from Poland to 
the American zone of Germany following anti- 
Jewish riots in Poland, and showing the net- 
work of vocational schools and farms estab- 
lished with the aid of the United Jewish Ap- 
peal for the retraining of displaced Jews and 
others in anticipation of emigration to Pales- 
tine, the United States and other lands. 

The film also shows the living conditions of 
the Jewish survivors in the displaced persons 
camps in Central Europe and dramatizes how 
the United Jewish Appeal agencies alleviate 
their desperate plight through a gigantic re- 
lief and rehabilitation program overseas, 
through the mass settlement and upbuilding 
of the Jewish homeland in Palestine to facili- 
tate the maximum absorption of Europe's 
homeless Jews, and through adjustment as- 
sistance to refugees arriving in the United 
States. 

Technical Notes: 20 minutes in length, The 
Will To Live is a black and white film, 16 
and 35 mm. It consists largely of newsreel 
clips made on the spot in Europe and Pales- 
tine by Pathe News cameramen. The script 
is narrated by Paul Muni, who volunteered 
his services for the film. 
Distribution: Nationwide in scope, distribu- 
tion on The Will To Live will encompass 
theatre and group showings on an intensive 
basis. Prints are available on free loan from 
most theatrical exchanges and local offices of 
UJA. 
* * * 

Serves the Niagara Frontier 
% Roguemore Fits, founded several years 
ago at Hamburg, New York, by Everett 
ROQUEMORE, is serving an increasingly larger 
clientele in the Niagara frontier area. Buf- 
falo, Rochester and other large cities in this 
area are served by the company. Irving Air- 
chute Co., Kasco Mills, Richardson Boat Co., 
Maritime Milling Co., Arcady Farms Mill- 
ing Co, and other companies are clients, 


on the Best 16mm 
SHORT SUBJECTS? 


Educational . .. Entertaining! 
“LISZT CONCERT” 


The greet Georgy Sandor at the piano, 
in renditions of two of Franz Liszt's 
most beloved itions: 


LIEBESTRAUME 

THE 6th HUNGARIAN RHAPSODY 
An impressive blending of perfect soun 
recording and vivid camera technique. 
Gleriovs music interpreted by a great 
artist. 


One reel, 9 minutes. List Price: $25.00 
6 Subjects 
SONGBOOK OF THE 
SCREEN IN COLOR 


America’s favorite songs, stirringly ren- 
dered in their full melodic richness. Run- 
ning time 3 minutes each. List Price: 
$20.00 Each. 

AMERICA 

END OF A PERFECT DAY 

HOME ON THE RANGE 

HOME SWEET HOME 

JINGLE BELLS 

OLD BLACK JOE 


Avaliable at leading Film Libraries. 
Write for FREE catalog to Dept. 26. 





POST PICTURES CORP. 


W 45th St. New York 19.N_Y 





FULL COLOR NOW! Your Black and 


White Photo Files Can 

Yield Brilliant True Col 

or Facsimiles Such as 

35mm Slide Films, 2x2, 

3'ax4 or 4x5 Transpar 

From Your encies for Projection 

- or Publication. Your 

Black and White Negatives Returned 
Safely with Delivery of 

NEGATIVES! Your Order for Color 


Conversion 


EXCLUSIVE REPRESENTATIVES 


ISUAL ILLUSTRATORS 


——~Z- INCORPORATE D—S— 
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PROTECTION 
FOR MOVIE FILM 
feRe relish a! 
WEAR OIL 
WATER 
CLIMATE 
SCRATCHES 
FINGER 
MARKS 
TREATMENT 
LASTS 
THE LIFE 
OF THE 
FILM 


ASK YOUR DEALER 
VAPORATE CO.,Inc. BELL & HOWELL CO. 


130 W. 46th St. 1801 Larchmont, Chicago 
New York City 716 N. Lebrea, Hollywood 
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Eastern Service Companies 
Lighten Producer’s Load 





* Producers requiring facilities 
or service in New York might 
consider the aids offered by the 
various service organizations in 
making production easier and 
more efficient. 
* * * 

@ Charles Ross, Inc., for many 
years the leading motion picture 
lighting specialist in the east, 
has recently added equipment 
sufficient to equal for one pro- 
duction that available anywhere 
else in the world, In his stock 
can be found a warehouseful of 
film equipment ranging from 
hundreds of small spots to a 
giant Raby camera crane. Ross 
estimates that with his new facili- 
ties he could supply sufficient 
lighting equipment for six si- 
multaneous feature _ theatrical 
productions plus the dozen or so 
commercial and documentary 
films constantly in production 
in New York with lighting by 
Ross. 

In addition to lights and props 
in the Ross stock, Don MALK- 
AMES, ASC, has become associated 
with Ross, offering not only his 
estimable services, but a_ very 
large stock of cinematographic 
equipment for rentals or sales. 


@ Emil Velazco, Inc. has ex- 
panded from providing music 
service only to the following: 
1—Music, original scores, and over 
100,000 feet of Velaxco composed 
and conducted library track. 
Music editing. 

2—Complete film editing service. 
3—Recording and re-recording on 
new six channel variable area re- 
corder and mixing panel, (Sev- 
eral more channels will soon be 
added.) 

4—Laboratory and fully equipped 
preview theatre (for client's use 


only) adjacent to recording stu- 
dio. 

5—Fully equipped battery pow- 
ered sound truck for mobile 
direct recording. 

6—Optical effects by Fred Bar- 
ber. 

Velazco’s service will continue 
to be maintained for producer, 
business firms and educational 
institutions doing their own pro- 
duction, only. 

The new set-up, at 1600 Broad- 
way, is probably the most com- 
plete service organization of its 
kind east of Hollywood. 

* * . 

@ Visual Illustrators, Inc., offer- 
ing art, title, and visualization 
services of all kinds, will now 
produce a simulated natural color 
transparency from any black and 
white negative or print. This 
service, of startling verisimilitude 
to original color photography, 
should be valuable to producers 
in cases of requiring a color shot 
of a certain scene for slidefilm 
use, when only a black and white 
photograph is available, and when 
time or conditions 
shooting in color. 

With the growth of producer's 
service organizations of this type, 
much better local civic coopera- 
tion, plus the fine studios now 
available for rental at RKO 
Pathe, West Coast Sound, Man- 
non Productions, and others, pro- 
duction in New York is expected 
to increase considerably. It is now 
possible to wrap up the location 
shots, descend upon New York 
for studio work, recording, titles, 
editing, and processing, and come 
up with a finished production 
sooner than ever before. 

. * * 
Child City at Mooseheart 
Featured in Dudley Pictures 
@ Duptey Pictures Corp., Bev- 
erly Hills, is producing two films 
on the Child City, Mooseheart, 
Ill. The non-theatrical version is 


prevent re- 





being sponsored by 





ROLA 


Ask for Booklet 





PRODUCTION UNIT 


Modern Studio, Lighting, Sound, Color 
Immediate high-fidelity playback 


Camera & sound men, well-equipped, 
artistically and scientifically skilled 
SPECIAL SERVICE: Difficult and unusual photog- 
raphy — microscopy — time-lapse — etc. Engineering. 
Sandy Hook, Conn. 


Phone: Newton 581 
PIONEERS FOR MANY YEARS 


the Loyal Order of 
Moose, supporters of 
the Mooseheart proj- 


ect, and will show 
the excellent work 
being done there 


in child raising and 
The 
other film will be a 


development. 
theatrical short for 
major release and will 
be a greater interest 
treatment of the sub- 





ject. 
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Another 
PRECISION 
SERVICE ... 


EDGE 
NUMBERING 
mm ORIGINALS 
on WORK PRINTS 
and SOUND TRACKS 


on 16 


IDENTICAL edge numbers on work print, original 
and sound track gives you an accurate sync mark on 
every foot of your film. Eliminates confusion — cuts 


editing time in half. 


SOUND & COLOR PRINTS OF HIGH QUALITY 
16 mm SOUND TRACK SPECIALISTS 


PRECISION 


FILM LABORATORIES, INC. 
21 West 46th Street, New York 19, New York 

















Safer, More Brilliant Projection 


“ . 1 x 













pes. 
oF Far 


‘TRIPLE PURPOSE 


FILMATIC 
PROJECTOR 


@ Projects Single and Double Frame Filmstrip 
and 2 x 2 (35mm.) Color and B & W Slides 


@ Built-in Motor-Driven Forced Air Cooling 

® Takes 300 as well as 200 or 100 Watt Lamp 
® Anastigmat Projection Lens ® Sharp Focusing 
@ Exclusive GoldE Self-Rewind Design 


® Easily Adjustable for either Horizontal 
or Vertical Pictures ® Instant Framing 


@ Manumatic Slide Carrier—stacks in sequence 
® Rugged @ Stable @ Portable @ Light Weight 
© Substantial Carrying Case—Lift-up Cover 





NU-MANUMATIC 
SLIDE PROJECTOR 


° ° ° ° , 
Write for Filmatic Bulletin No. 452 ee oe yy 
» , 2x2 slides. Readily converted 
for filmstrip at any future time 
by securing GoldE Filmatic 


Crees 
Dacre 


i | 
GoldE Manufacturing Co. | 
1220-B W. Madison St., Chicago 7, U.S.A. | 


Head. Write for Bulletins 451 
and 463. 


a 
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EASTERN STATES 


* CONNECTICUT * 
Audio-Video Company of New 
England, 110 Wall St., Norwalk. 
Audio-Visual Corp., 53 Allyn St., 
Hartford. 
Bridges Motion Picture Service, 
244 High St., Hartford 5. 
Pix Film Service, 34 E. Putnam 
Ave., Greenwich. 
Eastern Film Libraries, 95 N. 
Main St., Waterbury 14. 
* DISTRICT OF COLUMBIA ° 
Jam Handy Organization, Inc., 
Transport'tn Bldg., Washing- 
ton 6, 
Paul L. Brand & Son, 2153 K Str., 
Washington 7. 
The Film Center, 915 
N.W., Washington. 
* MAINE + 
D. K. Hammett, Inc., 620 Congress 
St., Portland 3. 


* MARYLAND - 
Collins Motion Picture Service, 
502% & 506 St. Paul St., Balti- 
more 2; Also 4 Race St., Cam- 
bridge. 
Folkemer Photo Service, 927 Pop- 
lar Grove, Baltimore 16. 
Kunz Motion Picture Service, 
432 N. Calvert St., Baltimore 2. 
Robert L. Davis, P. O. Box 572, 
Cumberland. 
Stark Films, 537 N. Howard St., 
Baltimore 1. 
Howard E. Thompson, Box 204, 
Mt. Airy. 
* MASSACHUSETTS - 
Audio-Video Company of New 
England, 30 Huntington Ave., 
Boston 16. 
Audio-Visual Corp., 116 Newbury 
St., Boston 16. 
Ideal Pictures, 40 Melrose St., Bos- 
ton 16. 
Jarrell-Ash Company, 165 New 
bury St., Boston 16. 
Wholesome Film Service, Inc., 20 
Melrose St., Boston 16. 
South End Film Library, 56 Val- 
lonia Ter., Fall River. 
Massachusetts Motion Picture 
Service, 132 Central Ave., Lynn. 
Stanley-Winthrops, Inc., 90 Wash- 
ington St., Quincy 69. 
Bailey Film Service, 711 Main St., 
Worcester 8. 
* NEW HAMPSHIRE - 
A. H. Rice and Company, 78 W. 
Central St., Manchester. 
* NEW JERSEY - 
Art Zeiller, 155 Washington St., 
Newark 2. 

Slidecraft Co., South Orange, N. J. 
* NEW YORK - 
Hallenbeck & Riley, 562 Broad- 

way, Albany 7. 


12th St. 


Wilber Visual Service, 119 State 
St. Albany. (Also New Berlin, 
N.Y.) 

Buchan Pictures, 79 Allen St., 
Buffalo. 

Community Movie Circuit of 
Western New York, 1285 Bailey 
Ave., Buffalo 6. 

Loomis and Hall Camera Sup- 
plies, 364 N. Main St., Elmira. 

Charles J. Giegerich, 42-20 Kis- 
sena Blvd., Flushing. 

Association Films, 347 Madison 
Ave., New York 17. 

(Y.M.C.A. Motion Picture Bu- 
reau) 

Brandon Films, Inc., 1600 Broad- 
way, New York 19. 

Catholic Movies, 220 W. 42nd St., 
New York. 

Comprehensive Service Co., 245 
W. 55th St., New York 19. 

Crawford & Immig, Inc., 265 W. 
l4th St., New York City 11. 

Institutional Cinema Service, Inc., 
1560 Broadway, New York 19. 

King Cole’s Sound Service, 340 
Third Ave. at 25th St., N.Y. 10. 

Knowledge Builders Classroom 
Film, 625 Madison Ave., New 
York 2. 

Otto Marbach, 630 9th Ave., New 
York. 

Mogul Bros., Inc., 68 W. 48th St., 
New York City. 

Nu-Art Films, Inc., 145 W. 45th 
St., New York 19. 

S. O. S. Cinema Supply Corp., 449 
W. 42nd St., New York 18. 
Specialized Sound Products Co., 
551 Fifth Ave., New York 17. 
Sullivan Sound Service, 475 Fifth 
Ave., New York 17. 29 Salem 
Way, Yonkers, 34 Palmer, 

Bronxville. 

United Specialists, Inc., Pawling. 

The Jam Handy Organization, 
Inc., 1775 Broadway, New York 

Duncan, James E., Inc. Motion 
Picture Service, 65 Monroe 
Ave., Rochester 7. 

Morris Distributing Co., Inc., 412 
S. Clinton St., Syracuse 2, 

Visual Sciences, Suffern. 

Bertram Willoughby Pictures, 
Inc., Suite 600, 1600 Broadway, 
New York. 

* PENNSYLVANIA + 

J. P. Lilley & Son, 277 Boas St., 
Harrisburg. 

Harry M. Reed, P. O. Box No. 
147, Lancaster. 

Kunz Motion Picture Service, 
1319 Vine St., Philadelphia 7. 
1905 Sanderson Ave, Scranton 9 

Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 

News Reel Laboratory, 1733 San- 
som St., Philadelphia 3. 


Jam Handy Organization, Inc., 
917 Liberty Ave., Pittsburgh 22. 

Karel Sound Film Library, 410 
Third Ave., Pittsburgh 19. 

Clem Williams Films, 311 Mar- 
ket Street, Pittsburgh 22. 

Kunz Motion Picture Service, 1905 
Sanderson Ave., Scranton, 

L. C. Vath, Visual Education Sup- 
plies, Sharpsville. 

* RHODE ISLAND - 

Audio-Visual Corp., 268 West- 
minster St., Providence. 

United Camera Exchange, Inc., 
607 Westminster St., Provi- 
dence 3. 

Westcott, Slade & Balcom Co., 
95-99 Empire St., Providence 3. 

* WEST VIRGINIA - 

J. G. Haley, P. O. Box 703, 
Charleston 23. 

United Specialties, 816 W. Vir- 
ginia St., Charleston 2. 

Apex Theatre Service & Supply, 
Phone 24043, Box 1389, Hunt- 
ington. 


SOUTHERN STATES 


* ALABAMA + 

Wilfred Naylor, 1907 Fifth Ave., 
No., Birmingham 1. 

Stevens Pictures, Inc., 526 20th 
St., N., YMCA Bidg., Birming- 
ham. 

Jos. Gardberg, 705 Dauphin St., 
Mobile 16. 

John R. Moffitt Co., 
Perry St., Montgomery. 

+ FLORIDA - 

Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville, 

Orben Pictures, 1137 Miramar 
Ave., Jacksonville 7. 

Florida School Book Depository, 
700 E. Union St., P. O. Box 36, 
Station G, Jacksonville 7. 

Ideal Pictures Co., 1348 N. Miami 
Ave., Miami 36. 

Stevens—Pictures, 9536 N. E. Sec- 
ond Ave., Miami. 

Bowstead’s Camera Shop, 1039 
N. Orange Ave., Orlando. 
Southern Photo and News, 608 
E. LaFayette St., Tampa. 

* GEORGIA - 
Calhoun Company, 101 Marietta 

St., Atlanta 3. 

Ideal Pictures Corp. of Georgia, 
52 Auburn Ave., N. E., Atlanta. 

Stevens Pictures, Inc., 101 Walton 
St., N. W., Atlanta 3. 

Strickland Film Co., 141 Walton 
St., N. W., Atlanta 3. 


* KENTUCKY > 
D. T. Davis Co., 178 Walnut St., 


Lexington 34. (Also Louis- 
ville.) 


19% S. 


Hadden 16mm Film & Projection 
Service, 423 W. Liberty, Louis- 
ville 2. 

Ideal Pictures, 423 W. Liberty 
St., Louisville 2. 

National Film Service, 423 W. 
Breckenridge, Louisville. (Also 
Lexington) 

* LOUISIANA + 

Stanley Projection Company, 
21114 Murray St., Alexandria. 

Jasper Ewing & Sons, 725 Poydras 
St., New Orleans 12. 

Southern Pictures Company, 1024 
Bienville St., New Orleans. 
Stirling Motion Picture Co., 3152 
Florida St., Baton Rouge 9. 
Ideal Pictures Co., 826 Barrone 
St., New Orleans 13. 

¢ MISSISSIPPI - 

Herschel Smith Company, 119 
Roach St., Jackson 110. 

Jasper Ewing & Sons, 227 S. State 
St., Jackson 2. 

* NORTH CAROLINA - 

Carolina Industrial Films, 404 
Liberty Life Bldg., Charlotte 2. 

National Film Service, 14-20 
Glenwood Ave., Raleigh. 

¢« SOUTH CAROLINA - 

Calhoun Company, 111014 Tay- 
lor St., Columbia 6. 

Palmetto Pictures, Inc., 190914 
Main St., Columbia 17. 

« TENNESSEE + 

Sam Orleans and Associates, Inc., 
211 W. Cumberland Ave., 
Knoxville 15. 

Frank L. Rouser Co., Inc., P. O. 
Box 2107, Knoxville 11. 

Tennessee Visual Education Serv- 
ice, P. O. Box 361, Journal 
Bldg., Knoxville. 

Ideal Pictures Corp., 18 S. 3rd 
St., Memphis 3. 

Mid-South Training Film Service, 
166 Monroe Ave., Memphis 3. 

Southern Visual Films, 687 Shrine 
Bldg., Memphis. 

Tennessee Visual Education Serv- 
ice, Maxwell House Office Bldg., 
Nashville. 

¢ VIRGINIA + 

Capitol Film & Radio Co., Inc., 
19 W. Main St., Richmond 20. 

Walker C. Cottrell, Jr., 408-10 
E. Main St., Richmond 19. 

Ideal Pictures, 219 E. Main St., 
Richmond 19. 

National Film Service, 309 E. 
Main St., Richmond. 

Presbyterian Committee of Publi- 
cation, 8 N. Sixth St., Rich- 
mond 9. 


MIDWESTERN STATES 


* ARKANSAS - 
Democrat Printing and Litho- 
graphing Co., Little Rock. 
Grimm-Blacklock Co., 719 Main 

St., Little Rock. 
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* ILLINOIS - 

Father Hubbard Educational 
Films, 628 W. Lake St., Chi- 
cago 6. 

Ideal Pictures Corp., 28 E. 8th 
St., Chicago 5. 

Industrial Cinema Service, 107 
W. Wacker Drive, Chicago 1. 

Jam Handy Organization, Inc., 
230 N. Michigan Ave, Chicago | 

McHenry Films, 537 S. Dearborn, 
Chicago 5. 

Midwest Visual Equipment Co., 
6961 N. Clark St., Chicago 26. 

Association Films (Y.M.C.A. Mo- 
tion Picture Bureau), 19 S, La 
Salle St., Chicago 3. 

Visual Research Company, 30 N. 
Dearborn St., Chicago 2. 

* INDIANA + 

Ideal Pictures, 1214 Pennsyl- 
vania St., Indianapolis 2. 

Indiana Visual Aids Co., Inc., 726 
N. Illinois St., Indianapolis 6. 

Burke’s Motion Picture Co., 434 
Lincoln Way West, South 
Bend 5. 


* IOWA + 
Pratt Sound Film Service, 805 
Third Ave., S.E., Cedar Rapids. 
Ryan Visual Aids Service, 409-11 
Harrison St., Davenport. 
General Pictures Productions, 
621 Sixth Ave., Des Moines 9. 


« KANSAS-MISSOURI - 
Audio Visual Aids, Broadview 
Hotel Bldg., Wichita, Kas. 
Paul Humston & Ideal Pictures 
Corp., 1402 Locust St., Kansas 

City 6, Mo. 
Select Motion Pictures, 1818 Wy- 
andotte St., Kansas City 8, Mo. 
Erker Bros. Optical Co., 610 Olive 
St., St. Louis 1. 
Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 
Pictosound Movie Service, 4010 
Lindell Blvd., St. Louis 8. 


* MICHIGAN + 

Cosmopolitan Films, 3248 Gratiot 
Ave., Detroit 7. 

Engleman Visual Education Serv- 
ice, 4754-56 Woodward Ave., 
Detroit 1. 

Jam Handy Organization, Inc., 
2821 E. Grand Blvd., Detroit 11. 

Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 

Jensen-Wheeler, Inc., Hotel Du- 
rant Building, Flint 1. 

Locke Film Library, 120 W. Lov- 
ell St., Kalamazoo 8. 

Gillespie Visual Education Serv- 
ice, 220 State St., St. Joseph. 


* MINNESOTA + 
Museum of Visual Materials, 
Kenyon. 
Ideal Pictures, 301 W. Lake St., 
Minneapolis 8. 


Midwest Audio-Visual Company, 
1504 Hennepin Ave., Minne- 
apolis 3. 

National Camera Exchange, 86 S. 
Sixth St.. New Farmers Me- 
chanics Bank Bldg., Minne- 
apolis 2. 

* NEBRASKA - 

Church Film Service, 2595 Man- 
derson St., Omaha 11. 

* OHIO - 

Franklin Films, Inc., 287 W. Ex- 
change St., Akron 3. 

Lockard Visual Education Serv- 
ice, 922 Roslyn Ave., Akron 2. 

D. T. Davis Co., 911 Main St., 
Cincinnati 2. 

Ralph V. Haile & Associates, 
Walnut St., Cincinnati. 

Manse Film Library, 2514 Clifton 
Ave., Cincinnati 19, 

Academy Film Service Inc., 2300 
Payne Ave., Cleveland 14. 

Fryan Film Service, 3228 Euclid 
Ave., Cleveland 15. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

Visual Communications, Inc., 
2108 Payne Ave., Cleveland 14. 

Jam Handy Organization, Inc., 
310 Talbott Building, Dayton 2. 

Murray Motion Picture Service 
Co., 879 Reibold Bldg, Dayton 2 

Twyman Films, Inc., 29 Central 
Ave., Dayton 1. 

James B. Upp Motion Picture 
Service, 750 Broadway, Lorain. 

Martin Sound Systems, 50 Charles 
Ave., S. E., Massillon. 

Cousino Visual Education Serv- 
ice, Inc., 1221 Madison Ave., 
Toledo 2. 

Gross Photo Mart, Inc., 524 Mad- 
ison, Toledo 4. 

E. L. Moyer, P. O. Box 236, 
Wayne. 

Thompson Radio and Camera 
Supplies, 135 S. 6th St., Zanes- 
ville. 

. * SOUTH DAKOTA - 

Harolds Photo Shop & Camera 
Clinic, 308 Phillips Ave., Sioux 
Falls. 

* WISCONSIN + 

Meuer Photoart House, 411 State 
St., Madison 3. 

R. H. Flath Company, 2410 N. 
3d St., Milwaukee 12. 

Photoart House, 844 N. Plankin- 
ton Ave., Milwaukee. 

Gallagher Film Service, Green 
Bay. Also 639 N. 7th St., Mil- 
waukee 3. 

Wisconsin Sound Equipment Co., 
Inc., 628 W. North Ave., Mil- 
waukee 12, 


WESTERN STATES 


* CALIFORNIA + 
Donald J. Clausonthue, 1829 N. 
Craig Ave., Altadena. 
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Donald Reed Motion Picture 
Service, 8737 Wilshire Blvd., 
Beverly Hills. 

Camera Craft, 6764 
Ave., Hollywood 38. 

Coast Visual Education Co., 6058 
Sunset Blvd., Hollywood 28. 

Hollywood Camera Exchange, 
1600 N. Cahuenga Blvd., Holly- 
wood 28. 

A-1 Taking Picture Service, 901 
W. 18th Street, Los Angeles 15. 

Craig Visual Aid Service Co., 1053 
S. Olive St., Los Angeles 15. 

Ideal Pictures Corp., 2408 W. 7th 
St., Los Angeles 5. 

Jam Handy Organization, Inc., 
7046 Hollywood Blvd., Los An- 
geles 28. 

Ralke Company, 829 S. Flower 
St., Los Angeles 14. 

Screen Adettes, Inc., 8479 Melrose 
Ave., Los Angeles 46. 

Training Aids, Inc., 7414 Beverly 
Blvd., Los Angeles 36. 

Carroll W. Rice Co., 424 - 40th St., 
Oakland 9. 

Association Films (Y.M.C.A. Mo- 
tion Picture Bureau), 351 Turk 
St., San Francisco 2. 

Craig Visual Aid Service Co., 149 
New Montgomery St., San Fran- 
cisco 5, 

Hirsch & Kaye, 239 Grant Ave., 
San Francisco 8. 

Screen Adettes, Inc., Sixty-Eight 
Post Bldg., 68 Post St., San 
Francisco 4. 

C. R. Skinner Manufacturing Co., 
292-294 Turk St, San Francisco 2 

Shadow Arts Studio, Wickenden 
Bldg., P. O. Box 471, San Luis 
Obispo. 

Herbert M. Elkins Co., 10116 Ora 
Vista Ave., Sunland, L, A. 
County. 


* COLORADO - 
Ideal Pictures Corp., 714 18th St., 
Denver 2. 
Home Movie Sales Agency, 28 E. 
Ninth Ave., Denver 3. 


Lexington 


* IDAHO + 
Howard P. Evans, Audio-Visual 
Equipment, 305 N. 9th, Boise. 
Williams Photo Service, 1007 
Main St., Boise. 


* OKLAHOMA - 
Vaseco, 2301 Classen, Oklahoma 
City 6. 
H. O. Davis, 522 N. Broadway, 
Oklahoma City 2. 
Kirkpatrick, Inc., 1634 S. Boston 
Ave., Tulsa 5. 
* OREGON - 
Cine-Craft Co., 1111 S. W. Stark 
St., Portland 5. 
Ideal Pictures Corp., 915 S. W. 
10th Ave., Portland 5. 


Moore’s Motion Picture Service, 
306-310 S. W. Ninth Ave., Port- 
land 5. 

Screen Adettes, Inc., 611 N. Tilla- 
mook St., Portland 12. 

* TEXAS - 

Association Films (Y.M.C.A. Mo- 
tion Picture Bureau), 1700 Pat- 
terson Ave., Dallas 1, 

Audio Video Institute, 
Young St., Dallas, 

The Educational Equipment Co., 
David F. Parker, 1909 Com- 
merce St., Dallas 1. 

George H. Mitchell Co., 712 N. 
Haskell, Dallas 1, 

Ideal Pictures, Inc., 2024 
St., Dallas 1. 

Visual Education, Inc., 12th at 
Lamar, Austin; Also, 201 N. 
Field St., Dallas; 1012 Jennings 
Ave., Ft. Worth; 3905 S,. Main 
St., Houston 4, 

* UTAH + 
Audio-Visual Supply Co., 1122 E. 
8th South, Salt Lake City 2. 
Deseret Book Company, 44 E. So. 

Temple St., Salt Lake City 10. 

Ideal Pictures, #10 Post Office 
Place, Salt Lake City 1. 

* WASHINGTON - 

Craig Visual Aid Service Co., 1106 
E. Union St., Seattle 22. 

Rarig Motion Picture Co., 5514 
University Way, Seattle 5. 

Rarig Motion Picture Co., East 
1511 Third Ave., Spokane. 

* HAWAIL - 

Ideal Pictures, 1370 S. Beretania 
St., Honolulu, T. H. 

Motion Picture Enterprises, |21 
S. Beretania Honolulu, T. H. 


General Films Limited 
Head Office: 
1534 Thirteenth Ave., Regina, 
Sask. 


1501 


Main 


Branches: 

10022 102nd St., Edmonton, 
Alta. 

1396 St. Catherine St., Mon- 
treal, 


760 Main St., 
Brunswick, 
Branch, 175 Water St., St. 
John’s, Nfld. 
156 King St., West, Toronto, 
Ont. 
535 W. Georgia St., Vancouver, 
B. C. 
810 Confederation Life Bldg., 
Winnipeg, Man. 
Arrow Films Limited, 1115 Bay 
St., Toronto 5, Ontario. 
Also: 1540 Stanley St., Montreal, 
Quebec. 
H. de Lanauze, 1027 Bleury St., 
Montreal, Quebec. 
Radio-Cinema, 5011 Verdun Ave., 
Montreal, Quebec. 


Moncton, New 
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A scene from The Old Oaken Barrel” 


_ase Histories: cont'd. 


ON BARREL PROMOTION 


Sponsor: Hiram Walker, Inc. 
Film: The Old Oaken Barrel. 
Producer: Wilding Picture 
Productions, Inc, 

* In a consumer survey sponsored 
not long ago by Hiram Walker, 
Inc., it was substantiated that a 
close exists in the 
public mind between good whis- 
key and the wooden barrel. ‘The 
findings of the survey prompted 
the distillery’s current ad cam- 
paign for Imperial Whiskey in 
which the barrel is prominently 
featured. 

Now, in further glorification of 
the barrel and the part it plays 
in the making of fine whiskey, 
Hiram Walker has sponsored this 
entertaining and informative film. 
Synopsis: The Old Oaken Barrel 
picturizes, probably for the first 
time, the steps in barrel manu- 
facture. Scenes made in_ the 
Ozark Mountains and at the 
Hiram Walker cooperage plant 
at Peoria, Ill., show the care with 
which the white oak is selected 
and how carefully each stave and 
section must be “engineered”. 

In addition to this interesting 
portrayal of the mechanics of bar- 
rel manufacture, the film contains 
a number of dramatic sequences 
based on hitherto unpublished in- 
formation on the history of the 
versatile container. 

One scene shows how the Ren- 
aissance painter, Raphael, hap- 
pened to paint his world famous 
“Madonna della Sedia” in a round 
design. Another scene shows the 
part a barrel plaged in the dis- 
covery of America; another, why 
John Alden, the man who spoke 
for Miles Standish, came to the 
New World on the “Mayflower”; 
and still another how a barrel 
played the leading role in origi- 
nating the national 
“Uncle Sam”’. 
Technical Notes: The Old Oaken 
Barrel has been produced in black 
and white, with sound, and runs 
approximately 25 min. The dra- 
matic scenes are played by 
featured Hollywood actors. 
Distribution: To business groups, 


association 


nickname, 


luncheon clubs, and trade associa- 
tions, through any Hiram Walker 
district office, or through Modern 
Talking Picture Service, Inc., 9 
Rockefeller Plaza, New York. 


KENNY FOUNDATION FILM 


Sponsor: Sister Elizabeth Kenny 
Foundation. Film: So They 
May Walk, Producer: Hud- 
son Productions, Ltd. 

* The film is for the purpose of 
bringing to the general public the 
fact that the Sister Elizabeth 
Kenny method of treating polio 
does prevent skeletal deformity; 
to show that registered nurses 
must go through two years of in- 
tensive training in the Sister 
Kenny method before they are 
qualified to serve as Sister Eliza- 
beth Kenny technicians; to show 
that the application of hot packs 
is only the first step in a treat- 
ment that requires infinite skill 
and patience over many, many 
months. 

So They May Walk was shot 
“on location” at the Elizabeth 
Kenny Institute in Minneapolis. 
Its cast includes children who are 
actual patients; Institute nurses 
and doctors shot under regular 
working conditions, 

Synopsis: Not a medical film, So 

They May Walk reveals high- 

lights of the Sister Elizabeth 

Kenny method by showing a 

number of children progressing 

through various stages of treat- 
ment—from the admittance to the 
contagion ward, until the child is 
walking again. Paralleling the 

Sister Elizabeth Kenny treatment 

story is the interesting and metic- 

ulously fine training procedure 
each nurse undergoes, 

Che picture is fraught with hu- 
man interest and emotion and has 
inherent in its structure the quali- 
fications to appeal, not only as a 


Deep human interest is conveyed in 
scenes like this from the new Kenny 
Foundation film reviewed on this page. 


definite educational production, 
but as a film of interest to the 
general public. 

Technical Notes: So They May 
Walk is a 16mm sound film in 
full color. Running time—ap- 
proximately 17 minutes. Original 
musical score was composed for 
the picture by Alberto Colombo. 
Story by Boyd Correll. Narration 
by Marvin Miller. Direction by 
Nick Grinde, Will O'Neil, Direc- 
tor of Information Services, Sis- 
ter Elizabeth Kenny Foundation, 
represented the Institute in its 
work with the producer. 
Distribution: Complete informa- 
tion in regard to distribution may 
be secured from the office of In- 
formation Services of the Sister 
Elizabeth Kenny Foundation, 


A scene from “Hawaii, Paradise Plus” 





TWO HAWAIIAN PICTURES 





Sponsor: Hawaiian Sugar Planters 
Association. Film: Hawaii, 
Paradise Plus. Producer: Pat 
Dowling Pictures. 

* This is a companion film to 

Kopa’A, reviewed at right, in the 

sense that it was filmed concur- 

rently with that picture, and deals 
pictorially with much the same 
subject matter, 

On the other hand, Hawaii, 
Paradise Plus is a very different 
film from Kopa’A and was made 
for a very different audience, 

The two films are good exam- 
ples of picture making which takes 
into account the audiences for 
whom the film is intended and 
avoids the pitfall of making one 
“catch-all” production. 

Paradise Plus is a film for the 
people of Hawaii themselves, the 
sugar plantation workers and all 
those who have a stake in Hawai- 
ian economy. 

Purpose of the film is to point 
out the importance of sugar to the 
islands, the operation of the in- 
dustry, and the benefits it has 
brought to the island people. 

The four main sources of 
Hawaiian income in order of im- 
portance are: sugar, pineapples, 
U. S. government (in military 


bases, construction, pay, etc.) ; and 
tourists. 

It is pointed out that the sugar 
planters, by banding together in 
the Sugar Planters Association, 
have been able to afford techni- 
cal services, agricultural produc- 
tion engineering and planning 
that have made Hawaiian sugar 
growing one of the most scienti- 
fically conducted agricultural op- 
erations in the world. 

According to the film, this 
scientific cooperative management 
has made it possible for the plan- 
tation workers to be paid the high- 
est average annual wages of any 
agricultural workers in the world. 
Distribution: Within the islands 
by the Sugar Planters Association. 
It will be shown throughout the 
plantations, and will be avail- 
able to schools, industrial groups, 
labor unions and general 2 di- 
ences, 


* * * 


Sponsor: California and Hawaiian 
Sugar Refining Corp., Ltd. 
Film: Kopa’A, Hawaiian 
Word for Cane Sugar. Pro- 
ducer: Pat Dowling Pictures. 

* The subject of Hawaii is a natu- 

ral for a good public relations 

film, and Kopa’A takes full ad- 
vantage of the beauty and interest 
of the islands. 

Beautifully filmed and printed 
on Kodachrome, the picture is 
primarily the story of sugar cane 
growing and _ processing, the 
islands’ major industry. 

But in addition to the story of 
sugar, the film preserves Hawaii's 
allure, reviews briefly the high- 
spots of the islands’ history, and 
shows their major points of in- 
terest. 

The sugar story begins on the 
plantations, and shows the plant- 
ing, growth and harvesting of the 
cane crop, and its processing to 
the raw sugar state, In this state 
it is then shipped to the mainland 
plant of the California and 
Hawaiian Sugar Refining Corp. 
in northern California. Here the 
refining process is shown, both in 
actual plant photography and in 
good diagrammatic animation. 

Since the film is both an educa- 
tional story on how cane sugar is 
made, and a general interest film, 
it is expected to have wide dis- 
tribution among schools and all 
kinds of groups. 

Prints will be placed in the 
hands of all the main C & H dis- 
tributors, for showings to dealers 
and to consumer audiences. Some 
prints will probably be available 
to selected school systems, and a 
few to general libraries. 
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Is you can only tell it, there’s a story 
in your product—any product—that 
will bring ’em out in droves. 


And you can tell it... with films. 


You have the space, you see—the 
space to “spread yourself”...to make 
your product story interesting, in- 
formative, complete. 


You have pictures . .. to document 
your story. Action...to keep it mov- 
ing. Sound ... to lend it human per- 


‘story tellers | 
| ...films | 


thats why they do somuch 
for product...prospect...sales 


suasiveness. Color... for added 


realism, and “zing.” 


Story-wise...sales-wise... you can 
indeed do things with films. Things 
for your product ... your salesmen 
... your prospects... your customers. 
Fact is, now that production, projec- 


tion, and distribution technics are so 
much improved ... you can do these 
things better than ever. See a com- 
mercial film producer—he’ll show 
you how. 


Eastman Kodak Company 
Rochester 4, N. Y. 


Business Films 


... another important function of photography 


IKodalkx 
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Hold It! 


To get attention 
and to hold it calls ° ° 
for showmanship, 
for character and 

r \ ? c 
human understanding. 


In motion pictures, 
slidefilms and 

art, chart or graphics, 
the necessaries 7 
are developed only 

through long 

professional experience. 
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